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Rough Proofs 


The plan for advertising the cele- 
bration of the 200th anniversary of 
the birth of Washington in 1932 by 
means of tire covers has been criti- 
cised on the ground that it is un- 
dignified. It does seem ait incon- 
gruous to have the name of the man 
who was first in war, first in peace 
and first in the hearts of his coun- 
trymen displayed just south of an 
automobile tail-light. 

* * * 


It is announced that one of the 
first objectives of the new Publicity 
Directors’ Association of America 
will be to create a code of ethics. 
In the publicity business, this may 
rate as impedimenta. 

+ oe * 


ADVERTISING AGE says editorially 
that during the advertising-club 
speech-making season just ahead, 
speakers will talk “while ice-cream 
is melting and pie-forks are rattling 
against chinaware.” In the case of 
some advertising-club speech-mak- 
ing, this is a break for all con- 


cerned. 
* oe a 


Graham McNamee, my favorite 
radio broadcaster, announced a song 
recently as “Ish liebe dish,” which 
he obligingly translated for the 
radio audience. Graham is advised 
to consult the nearest German-Eng- 
lish dictionary before attempting 
this again. 

* * a 


A recent investigation by Sport- 
ing Goods Journal revealed the fact 
that most golfers fail to ask for 
branded lines in buying their clubs. 
What they really ask for is sliceless 
drivers and solo putters. 


* * * 


The John B. Stetson Company, in 
announcing its new line of women’s 
hats, seems to have introduced a 
revolutionary idea into merchandis- 
ing apparel for the so-called weaker 
sex. Believe it or not, it seems that 
Stetson hats for women are in- 
tended to offer protection from the 
weather. 

+ * ” 


The Eagle Pencil Company ad- 
vertises that the leads it now uses 
are flexible. This is a big improve- 
ment. Copy-writers and layout men 
would appreciate it still more, how- 
ever, if the printers would arrange 
to use flexible type. 


* * * 


Speaking of radio announcers, I 
have discovered one who insists on 
addressing “each and every one of 
you.” The worst of it is that he 
does this each and every night. 

* * * 


Automobile editors of newspapers 
have received letters from a car- 
builder inviting them to visit the 
factory, where they will be “re- 
ceived and entertained” by the ad- 
vertising manager. A successful en- 
tertainment for the newspaper boys 
will be assured if they learn that 
the new line means lineage. 

* * * 


Noting that Third Assistant Post- 
master-General Tilton classifies $9,- 
000,000, the estimated cost of dead- 
head mail, as unimportant, F. B. R., 
Jr., inquires to know just what im- 
portant money is. In Washington 
anything less than a billion is small 
change—unless it happens to include 
salaries. 
Copy Cus. 


FIRST STUDY OF 
DISTRIBUTION 
METHODS READY 


Census Bureau Gives Figures 
on Amr unition Sales 


Washington, September 19—(By 
wire)—Census of distribution figures 
on El Paso, Tex., Pueblo, Colo., Syr- 
acuse, N. Y., and Trenton, N. J., are 
te be released shortly by the Bureau 
of the Census, after which reports 
from other communities will be 
issued in rapid succession. Because 
of the volume of work involved fig- 
ures for the great metropolitan 
areas will be among the last to be 
released, although every effort is be- 
ing made to accelerate the compila- 
tion of the necessary data. 


Washington, D. C., September 15 
—The first indication of what is 
actually to be shown regarding vari- 
ous types of manufactured items 
and their distribution in the Fed- 
eral census of distribution, is given 
in two reports released by the Bu- 
reau of the Census, one dealing with 
ammunition and related products, 
and the other with motorcycles, bi- 
cycles and parts. 


The figures on ammunition, as 
presented by Edward R. Dewey, 
Chief, industrial goods section, Cen- 
sus of Distribution, show that there 
were 20 establishments in the United 
States engaged primarily in the 
manufacture of ammunition and re- 
lated products in 1929 which sold 
products valued at $43,782,000 dur- 
ing that year. 


82% to Wholesalers 


Of the total sales, $35,802,000, or 
81.8 percent, went to wholesale 
houses not connected in a financial 
way with the manufacturing plants; 
sales direct to industrial and other 
large consumers who buy at whole- 
sale totalled $6,926,000, or 15.8 per- 
cent, 
trolled retail establishments totalled 
$1,051,000, or 2.4 percent. No sales 
were made through branch or other 
retail establishments owned or con- 
trolled by the manufacturing plants, 
and none was made direct to home 
or domestic consumers. 

Products of this type which were 
manufactured by other plants whose 
primary product was some other line 
amounted to $2,041,910, but this 
amount is not included in the distri- 
bution of sales items, which deals 
only with the products of establish- 
ments engaged primarily in the pro- 
duction of ammunition and related 
products. 


The total production of ammuni- 
tion and related products is divided 
as follows: ammunition, $31,693,944; 
blasting and detonating caps and 
railroad torpedoes, $8,875,582; safety 
fuses, miners’ squibs, etc., $5,031,020. 
Over 96 percent of the sales of am- 
munition for small arms were made 
to uncontrolled wholesale establish- 
ments, the remainder going to the 
same type of retail establishments. 
Of the blasting caps, torpedoes, etc., 
about half went to wholesale houses, 
the other half direct to the user. 
Such products as miners’ squibs, 
flares, torches, etc., were sold over 
99 percent direct to the user. 


and sales direct to uncon-. 


‘Show Wayto Others,’ 


Financial 


Men Told 


at Louisville Meet 


Louisville, Ky., September 19— 
A. E. Bryson, retiring president of 
the Financial Advertisers Associa- 
tion, was signally honored at the 
annual banquet of the group. here 
tonight when a commission as a 
Colonel in the Kentucky National 
Guard was handed to him by Gov. 
Flem D. Sampson, who was the 
principal guest of honor at the ban- 
quet. Colonel Bryson was also pre- 
sented with a wrist watch by the 
association in appreciation of his 
work during the past year. 


Louisville, Ky., Sept. 18.—Stress- 
ing the viewpoints of nationally 
known members of the advertising 
profession, as well as men who have 
attained fame in bank advertising, 
the Financial Advertisers Associa- 
tion opened its 15th annual conven- 
tion here yesterday. 


The meeting, record-breaking in 
numbers as well as quality, was 
welcomed to the-city by Mayor W. 
B. Harrison, described as “the 
Jimmy Walker of Louisville.” The 
Mayor promptly disclaimed the 
sobriquet, asserting that he had 
heard a rumor to the effect that 
New York’s chief executive is a dry. 


A. E. Bryson, vice-president of 
Halsey, Stuart & Co., Chicago, presi- 
dent of the F. A. A., explained the 
choice of a convention title, “The 
Challenge of the Next Decade,” in 
these words: 


“It was a natural selection, stand- 
ing as we do at the portals of a 
new decade. More important, it has 
been our thought that as_ bank 
advertising men we must develop 
an ever-widening viewpoint ade- 
quately to discharge our growing 
responsibilities. 


Emphasize “Forward Look” 

“The advertising man of today 
must, of course, know advertising. 
But more than that, he must have 
an intimate knowledge of the busi- 
ness with which he is identified, and 
must also be a close student of busi- 
ness trends. Thus our convention 
will emphasize the forward look.” 


Mr. Bryson explained that for the 
first time, the departmental meetings 
were based on the size of the cities 
in which banks are located, rather 
than subject matter, this plan mak- 
ing it possible to develop a program 
of maximum help to the members. 


“Today,” said Mr. Bryson, “the 
Financial Advertisers Association is 
recognized as the largest aggrega- 
tion of capital in the field of organ- 
ized advertising. We are, moreover, 


William A. Kittredge 


one of the largest groups in point 
of numbers, one of the most active, 
and one of the most influential. 


Has Proven Its Value 

“Financial advertising is no 
longer looked upon as a doubtful 
investment. It has demonstrated its 
value, winning its place by sheer 
merit and in the face of more 
obstacles than stood in the path of 
progress in other fields. 


“With mergers and chains de- 
veloped to a point where no useful 
method can be neglected in protect- 
ing the vast accumulations of capi- 
tal, financial advertising has as- 
sumed a new significance.” 

Mr. Bryson made a. plea for the 
development of a more general sales 
viewpoint to bring bank advertising 
to its highest effectiveness. He pre- 
dicted that advertising will be in- 
creasingly used in the bank field to 
convert the nation into one of savers 
and investors. 

Larger Appropriations Coming 

“The amount invested for finan- 
cial advertising—already large—will 
be completely dwarfed by the sums 

(Continued on page 10) 


Newspaper Advertising Men Pick Chicago 
Indianapolis, Ind., September 19.—The annual one-day fall conference 
of the Newspaper Advertising Executives Association will be held 
Thursday, October 23, at the Stevens Hotel at Chicago, according to an 
announcement by Don Bridge, Advertising Director, The Indianapolis 


News, president of the association. 


Druggists Approve Capper-Kelly Bill 
Atlantic City, N. J., Sept. 19—Viewing the measure as a blow to the 
chains, delegates to the convention of the National Association of Retail 
Druggists endorsed the Capper-Kelly “Fair Trade” Bill, which would per- 
mit manufacturers to fix resale prices on their products. Representative 
Clyde Kelly of Pennsylvania explained the purpose of the bill. 


Johns Manville Appropriates $500,000 
New York, Sept. 20—(By Wire)—The Johns Manville Corporation will 
immediately start a national advertising campaign for re-roofing business 
involving $500,000. Kenneth R. Dyke, advertising manager,-said the action 
results from the company’s conviction that business has now definitely 


turned the corner. 


N. P. A. KEEPS 
OLD OFFICERS 
IN THE SADDLE 


Pearson Gollects Double 
Honors at Skytop 


Skytop, Pa., September 17—Pub- 
lishing and advertising executives 
of general, class and business mag- 
azines, the combined circulation of 
which is in excess of 60,000,000, 
climbed to the top of the Pocono 
Mountains to go into a short and 
snappy huddle, promptly dispatching 
the business of the eleventh annual 
meeting of the National Publishers 
Association, reelecting its efficient 
staff of officers, and coining a batch 
of new directors to fill in the places 
of those whose terms had expired, 
and devoting the better part of the 
two days to golf, tennis, contract, 
and dealer’s choice. 

The business session dealt with 
postal matters as they affect maga- 
zine publishers, the Hawley-Smoot 
tariff, advertising inserts, Federal 
Trade Commission, subscription 
agents, copyright legislation, and 
were summarized in the report de- 
livered by Executive Secretary 
George C. Lucas. 

Brief addresses were delivered by 
Merle Thorpe, editor of Nation’s 
Business; P. L. Thomson, director 
of publicity, Western Electric Co., 
and president of the A. B. C.; J. C. 
Brimblecom, president of the Na- 
tional Editorial Assocation; William 
I. Denning, counsel for American 
Publishers Conference, and A. C. 
Pearson, chairman of the board, 
United Business Publishers, Inc. 


Officers Reelected 


Officers of the association reelected 
were: A. C. Pearson, president; 
A. D. Mayo, general manager of 
Crowell Publishing Co., first vice- 
presdent; Philip S. Collins, second 
vice-president and treasurer of Cur- 
tis Publishing Co., second vice-presi- 
dent; F. L. Wurzburg, general man- 
ager of Conde Nast Publications, 
secretary, and Roger W. Allen, 
president of Hat Trade Publishing 
Co., treasurer. 

Reelected directors included Mal- 
colm Muir, president, McGraw-Hill 
Publishing Co.; M. C. Robbins, 
president, Robbins Publishing Co. 
The new names added to the direc- 
torate were: Claire Maxwell, presi- 
dent, Life Publishing Co.; Marco 
Morrow, Capper Publications; Merle 
Thorpe, Nation’s Business, and 
Alexander Graham, Pictorial Re- 
view. Members of the board of di- 
rectors whose term of office hold 
over are: R. J. Cuddihy, Literary 
Digest; E. F. Eilert, Musical Cour- 
ier; Graham Patterson, Christian 
Herald; N. L. Peabody, Atlantic 
Monthly; Albert Shaw, Jr., Review 
of Reviews; C. J. Stark, Penton Pub- 
lishing Co.; C. B. Van Tassel, The 
Angus Co., Inc.; P. E. Ward, The 
Farm Journal; W. B. Warner, Mc- 
Call Co., and T. J. White, Interna- 
tional Magazine Co. 


Golf Prizes Plentiful 


In addition to the honor of being 
unanimously reelected president, A. 
C. Pearson won the distinction of 
winning first prize in the golf tour- 
nament. He won a leg on the Swet- 
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ADVERTISING AGE 


September 20, 1930 


Skytop, Pa., September 17.— 
Philip L. Thomson, publicity 
director of Western Electric 
Co., and president of the A. B. 
C., told the National Publish- 
ers’ Association here of an ex- 
perience he had in England 
with a British publisher. ’ 

Thomson happened to be in 
the foreign office of the adver- 
tising manager of the Western 
Electric Company when the 
representative of the Leeds 
“Dispatch” called in an_ en- 
deavor to secure a schedule of 
space. 

“How much circulation has 
the ‘Dispatch?’” asked Thom- 


son. 
“We don’t disclose that, sir,” 
responded the Englishman. 
“But Ill tell you in the 
strictest confidence, we send 
out a jolly lot of them every 
evening.” 


land cup, with a low net of 150, for 
the 36-hole play. 

The Curtis cup, for second low 
net, went to William B. Warner, 
who tied with A. C. Pearson, but 
lost the toss. John H. Ramsey took 
third net with 152. 

A leg on the Crowell cup for low 
net, first 18, was taken by Claire 
Maxwell, with 73. Second and third 
went to Nelson J. Peabody and 
Merle Thorpe. 

Low net for the second 18 gave a 
leg on the McGraw-Hill cup to L. D. 
Fernald, with a 72. Second went to 
L. C. Klemmer, with 74, and third 
to William Clayton, with 75. 


Eugene Kelly won the driving 
contest on the 240-yard third hole. 
John C. Sterling, paired with W. B. 
Warner, won the best ball of pairs 
contest, with a net of 66. E. J. 
Murphy won the guest contest, with 
a 75. 

Motion pictures and other enter- 
tainment were arranged by E. J. 
Hudson, of Motion Picture News. 


Members of the National Publish- 
ers Association and guests attending 
the convention in addition to those 
mentioned included R. H. Bachman, 
Butterick Publishing Co.; F. W. 
Brandt, Financial World; John S. 


AT PUBLISHERS’ MEETING 


Three well known figures at the meeting of the National 
Publishers Association this week were A. D. Mayo, Crowell 
Publishing Co.; A. C. Pearson, United Business Publishers, 
and John S. Brehm, also with Crowell. 


— - 


Brehm, Crowell Publishing Co.; 
Francis Brewster, Asia; Mason 
Britton, McGraw-Hill Publishing 
Co.; T. J. Buttikofer, International 
Magazine Co.; William M. Clayton, 
Clayton Publications; A. M. Davis, 
American Hairdresser; J. C. Don- 
nelly, Pictorial Review; F. A. Dibble, 
Harris-Dibble Co.; Roy Dickinson, 
Printer’s Ink; A. J. Fehrenbach, 
ADVERTISING AGE; Fritz Frank, 
United Business Publishers, Inc.; 
W. C. Giffing, Atlantic Publications; 
Harry Gould, American News Co.; 
L. C. Hall, National Editorial Asso- 
ciation; W. E. Howe, Jr., Atlantic 
Publications; E. J. Hudson, Motion 
Picture News; Tom Jones, Interna- 
tional Magazine Co.; L. W. Keyes, 
Pictorial Review; H. F. Lines, But- 
terick Publishing Co.; George C. 
Lucas, National Publishers, Associa- 
tion; F. G. Melcher, Publisher’s 


2 


mind. 


nomical. 


COLOR * FUN * HEALTH 


A triple appeal in advertising by the 
ALL-YEAR CLUB OF SOUTHERN 


CALIFORNIA 


Wisely, the ALL-YEAR CLUB OF 
SOUTHERN CALIFORNIA bases adver- 
 tising in The Big 4 Group on this triplicate 
appeal so inextricably linked in the public 


In this modern age buyers demand color,— 
in kitchen clocks, in motor cars, and in ad- 
vertising. Picture your product or your serv- 
ice in color. And buy a quality purchasing 
group of more than half a million men and 
women through the color pages of The Big 
4 Magazines. You will find color advertis- 
ing at the group price unexpectedly eco- 


TheBig {Group 
in the Quality Field 


Golden Book World’s Work 


55 FIFTH AVENUE, NEW YORK 


y 


Review of Reviews 


Weekly; A. S. Moore, International 
Magazine Co.; J. H. Moore, Robbins 
Publishing Co.; Truman S. Morgan, 
F. W. Dodge Corp.; C. A. Mussel- 
man, Chilton Class Journal. Co.; 
John Clyde Oswald, N. Y. Employ- 
ing Printers Association; Floyd W. 
Parsons, Robbins Publishing Co.; 
Arthur Patton, Rudder; Marvin 
Pierce, McCall Co.; Gerald Rudolph, 
R. C. A. Photophone Corp.; John C. 
Sterling, McCall Co.; Fred A. Stone, 
Review of Reviews; Ralph M. Watt, 
Kimberly-Clark Corp.; Fred Willock, 
The Nomad; J. B. Wyckoff, Nation’s 
Business, and Edwin E. Zoty, Mac- 
Fadden Publications. 


Ad Women Meet— 
of Course They 
Discuss Styles 


New York, Sept. 18.—The import- 
ance of correct styling in the suc- 
cessful merchandising of home fur- 
nishings was outlined by Miss Helen 
Painter, fashionist for the Home 
Furnishings Division of the Hahn 
Department Stores, in an address 
Tuesday evening before the League 
of Advertising Women of New York 
at the Advertising Club of New 
York. Lining up the stock of an in- 
dividual department, and correlating 
the stocks of the various depart- 
ments of the division according to 
price levels, style types and colors, 
are among the most important fac- 
tors in the selling of such merchan- 
dise, Miss Painter said. 


Miss Helen Arms, stylist for 
Shower Brothers Furniture Com- 
pany, Bloomington, Ind., also spoke, 
discussing “Styling From the Pro- 
ducer to the Consumer.” Shower 
Brothers are manufacturers of din- 
ing room, bedroom and living room 
furniture selling at medium prices, 
and Miss Arms outlined her mission 
as stylist for this company as the 
seeking out of “wanted wooden 
curves and wooden colors that can 
be brought into being without out- 
rage being done to the average fam- 
ily’s modest budget. 


“A comparison of the best selling 
suite in our line today with the best 
selling suite of a year ago—and an 
examination of the figures showing 
the degree of acceptance of each 
proves that Mrs. Average Consumer, 
who is responsible for the volume 
business in the retail world, prefers 
simple, well styled pieces to highly 
ornate ones.” 

This meeting opened the eight- 
eenth season of the League, which is 
the pioneer women’s advertising club 
in the United States. Gilbert T. 
Hodges, president of the Advertis- 
ing Federation of America, was the 
guest of honor at the meeting. 


Actuated by a curious mixture of 
chivalry and enterprise, the dele- 
gates to the convention of the Laun- 
dryowners National Association of 
the United States and Canada in 
Chicago this week approved a $750,- 
000 advertising program for next 
year designed to “take the red from 
the housewife’s hands and put it in 
her cheeks.” This is the concluding 
year of a four-year program involv- 
ing an expenditure of $5,000,000, 
which is said to be the greatest co- 
operative advertising effort ever 
made. 


The feature of this year’s activity 
will be the expenditure of the bulk 
of the appropriation in national 
magazines and for poster paper and 
newspaper mat and copy service, 
while radio advertising, for which 
$250,000 was spent in 1929, will be 
discontinued. The magazine copy is 
to be in one color and of three kinds 
to appeal to the country club type, 
the mass type and the southern 
housewife. 


Seek Cumulative Effect 

“The object of this year’s adver- 
tising,” stated the report of the ad- 
vertising committee, “is to concen- 
trate all the force of the advertising 
of the preceding three years—to 
earry forward all the accumulated 
effect of the millions of pages of 
advertising of laundry service that 
have gone before, so its impact on 
the minds of the 23,000,000 home 
managers in the United States, and 
the millions more in Canada, will be 
as nearly irresistible as it is possi- 
ble to make it. 


“To do that, the Committee has 
adopted the greatest nation-wide 
magazine advertising program in co- 
operative trade association history. 
During the advertising year ending 
in September, 1931, eighteen great 
national magazines will distribute 
more than 350,000,000 advertising 
messages aimed directly at the home 
managers of the continent. 

“The campaign is built on the fact 
that there is a re-selling as well as 
a selling task to do. It will inspire 
confidence, belief and action on the 
part of millions of American women 
who do not now enjoy the advan- 
tages and economies afforded by the 
present-day laundry. 


Potential Markets 

“According to the most nearly ac- 
curate available figures, approxi- 
mately 28 per cent of all families in 
the United States and Canada now 
use laundry service. Based on popu- 
lation estimates, roughly 30 per cent 
of the total market is in rural dis- 
tricts beyond the reach of laundry 
routes. At least another 15 per cent 
fall in the category of families with 
incomes so low that they cannot 
afford to pay for even the most in- 
expensive kind of laundry service. 

“This leaves 27 per cent—or just 
about the same number as the pres- 
ent total of laundry users—who 
should be able to afford laundry 
service and are conveniently located, 
but who are not now using the laun- 
dry. Thus our potential market 
would be fairly saturated if the 
present volume of laundry business 
were doubled. 


“The potential market may be 
divided between women who do their 
own washing, women who engage a 
laundress and women who send laun- 
dry out to a private home or a hand 
laundry. 


Washing Machines Compete 


“Practically all of these groups 
can be influenced to switch to laun- 
dry service. The woman who does 
her own washing with the aid of a 
home washing machine is perhaps 
the hardest to sell, but unless the 
machine is a very recent purchase 
and the novelty has not yet worn 
off, she realizes that laundering is 
still hard work, and that she is sav- 
ing little if any money. The invest- 
ment in a washing machine is not an 


Laundryowners Give 
Magazines Bulk of 
1931 Appropriation 


insurmountable obstacle; plenty of 
laundry customers at the present 
time own washing machines which 
are not being used. 


“Investigation has shown that 
practically all the women in this 
potential market have tried laundry 
service at some time. That they 
have not continued with it is due to 
an unfortunate experience of some 
kind, or a deep-rooted prejudice 
which only strong educational ad- 
vertising can eliminate. 


“The Committee decided to devote 
the major effort of this year’s ad- 
vertising to overcoming this preju- 
dice against laundry service, by 
making it evident in the copy that 
the modern laundry is entirely dif- 
ferent from the old-fashioned, un- 
progressive laundry, which was 
probably the cause of much of the 
ill-will against laundry service. 


“Instead of merely drumming 
away on the claims that laundry- 
washing costs less, lasts longer, and 
eliminates drudgery, the copy will 
take the reader ‘back-stage’ and 
show her exactly how this is brought 
about. 


“The copy is of a newsy, educa- 
tional, informative type. It verges, 
in fact, on the ‘success story’ used 
so effectively by the American Mag- 
azine and others. Illustrated freely 
with photographs, its narrative style 
introduces constructive selling points 
with a ‘sugarcoating’ of romance. 


Coverage, Not Color 


“The entire campaign will run in 
black and white. This permits 
greater distribution of advertising 
over an extensive list of publications. 
Bearing in mind the market we wish 
to reach, the schedule of insertions 
affords a thorough coverage, reach- 
ing as it does the wage-earners, mid- 
dle class clerical and trades em- 
ployees and the higher income 
groups, with special emphasis on 
urban districts. Publications having 
a large rural or small-town circula- 
tion have been purposely omitted.” 


Selecting the Media 


Skepticism mingled with hope 
was manifested by the audience 
when W. E. Fitch, who presented 
the verbal report of the advertising 
committee, defended the selection of 
the Saturday Evening Post “because 
men have some influence in the 
home.” 


The complete list of magazines 
that will be used, together with the 
number of insertions during the year 
and size of space, is as follows: 


American Magazine, 6 two-third 
pages; American Weekly, 13 one- 
quarter pages; Better Homes and 
Gardens, 6 two-third pages; Col- 
lier’s, 13 one-half pages; Cosmopol- 
itan, 6 two-third pages; Delineator, 
6 pages. 


Good Housekeeping, 6 pages; Hol- 
land’s Magazine, 12 pages; Ladies’ 
Home Journal, 6 pages; Liberty, 13 
half pages; McCall’s, 6 pages; Mod- 
ern Priscilla, 6 pages; Photoplay, 6 
pages; Pictorial Review, 6 pages; 
Red Book, 6 two-third pages; Satur- 
day Evening Post, 26 one-half pages; 
Women’s Home Companion, 6 pages. 


Reselling the Laundry 


The endeavor to give women a 
new conception of laundry service 
and to take the mechanical and mas- 
culine curse off the power laundry 
centers around the series of adver- 
tisements which feature the photo- 
graph and authorship of Mrs. 
Martha Lang, who describes the 
greatly improved methods. Mrs. Lang 
is revealed in the photographs as a 
dignified, silver haired matron. As 
stated in the advertisements, she is 
actually employed as Consultant in 
Improved Methods at the American 
Institute of Laundering. Her name, 
however, is May Laing Grady. The 


(Continued on page 11) 
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CALKINS GIVES 
BANKS NEW JOB 
IN ADVERTISING 


Can Do Much to Preserve 
Prosperity, He Says 


Louisville, Ky., Sept. 18—Finan- 
cial institutions can become the con- 
servators of prosperity through in- 
telligent use of advertising, Earnest 
Elmo Calkins, president of Calkins 
& Holden, told the research depart- 
ment of the Financial Advertisers 
Association here today. 


“They need only use what they 
know and spread it by advertising 
to avoid such financial catastrophes 
as we had last fall and escape the 
consequences of them when they 
occur,” he said. 


“I suggest that financial institu- 
tions maintain two advertising ap- 
propriations—one for their own ad- 
vertising to explain and sell the 
services of their own concerns; the 
other, a much large appropriation, 
to be used as an emergency fund to 
be devoted to telling business, their 
own customers, their own commu- 
nity, their own country, those things 
which, if understood and acted upon, 
will keep the fabric of business on 
an even keel, and especially prevent 
such colossal exhibitions of nervous- 
ness, cowardice and temporizing as 
we have experienced so far this 
year. 


“Things Stupidly Managed” 


“If there had been such a fund 
and if it had been used last fall 
when the market began to decline, 
the scope of that drop could have 
been lessened and the effect of it 
minimized or obliterated. The hap- 
pening was psychological. It was 
due to a state of mind. Advertising 
deals exclusively with states of 
minds, and authoritative  state- 
ments counteracting the sensational 
news on the front page of the paper 
would have produced an _ equilib- 
rium. Even now, ten months after 
the avalanche, things are so stupidly 
managed that bad news is still get- 
ting the headlines and good news 
that cancels the bad news is found 
in obscure corners of the news- 
papers or in house organs of finan- 
cial institutions, the very news 
which should be broadcast with at 
least as much publicity as bad news. 


Banks Must Guide Business 


“It is natural for the newspapers 
because news is nearly always bad 
news. We seldom get excited over 
prosperity, although we enjoy it. It 
is always a catastrophe that figures 
on the front page. But when a 
thousand retail chain stores have a 
good month you will find a three- 
line paragraph over in the financial 
section, although that news is just 
as vital as the bad news on the 
front page.” 

Reiterating his statement that if 
an emergency fund had been avail- 
able for banks to tell the truth 
about general conditions during the 
stock market depression, Mr. Calkins 
stated that “we could have carried 
on from last year almost at full 
speed.” 

“In good times and bad financial 
institutions should keep a steady, 
strong, intelligent, informed hand 
on business, reaching manufactur- 
ers and retailers, especially the 
small manufacturers and retailers, 
the rank and file of the country’s 
business on whom all our prosperity 
depends. They are in a position to 
make business better if some one 
tells them what to do.” 


Can Build Business, Too 


The conservation of prosperity, 
important as it may be, is only one 
of the jobs financial houses may do 
through advertising, Mr. Calkins 
continued. Another important task 
which should be undertaken is the 
stimulation of the sort of activity 


“MAKE YOURSELVES 
LEADERS” 


Earnest Elmo Calkins 


on the part of business that leads 
to continued prosperity. 

“A bank prospers only when its 
territory prospers,” he said. “It is 
time for banks to take a construc- 
tive hand in guiding the course of 
business, exactly as railroads en- 
courage industries along their right 
of way and prosper by the increased 
freight and passenger traffic. 

“I prophesy that the greatest de- 
velopment of financial advertising in 
the next ten years will be to make 
of it the authoritative guide of busi- 
ness along the road to even and con- 
tinuous prosperity. 

“Will Be Largest Advertisers” 

“T foresee a time when the banks 
collectively will be the largest group 
of advertisers in the country be- 
cause they have the most to say. 
What they sell affects most people. 
What they do affects most busi- 
nesses because people have confi- 
dence in them, and their statements 
about business matters have weight 
because the bankers, in spite of the 
reluctance with which they came to 
advertising, are intelligent men able 
te reason about business more philo- 
sophically than the average dealer 
or even the average manufacturer, 
and because they have such a wealth 
of facts at their disposal from which 
to deduce conclusions.” 


Agency Man Urges 
One Price on All 
Newspaper Space 


Denver, Sept. 17—A plea for one 
price on advertising space to every- 
one was made by Cecil R. Conner, 
head of the Conner Advertising 
Agency, Inc., in an address before a 
meeting of the advertising managers 
of Colorado daily papers here Mon- 
day. 

The practice of discriminating be- 
tween certain classes of advertisers 
by newspapers, making some classes 
pay almost double the rate charged 
others, was condemned as unfair, 
and tends to establish a feeling of 
ill will against the publisher, he 
said. 

“There is some reason,” said Mr. 
Conner, “for a differential when a 
newspaper provides to a national 
advertiser a circulation beyond local 
territory which is of no value to the 
local merchant.” 

Mr. Conner did not strenuously 
object to a quantity price being 
given the large advertiser, but he 
believes it a good policy to give to 
the small advertiser the quantity 
rate, since it may encourage him 
to grow. 


Underwriters Plan 
Institutional Campaign 
The Chicago Board of Underwrit- 
ers is planning a special institu- 
tional campaign supplementing the 
work of the National Board of Fire 
Underwriters. Gale & Pietsch, Inc., 
Chicago, are handling the account. 


Jeweler to Advertise 


W. I. Tracy, Inc., New York, has 
beén appointed paler bene g agent for 
Bailey’s, Inc., jewelers of that city. 


54 Cities Will 
Celebrate ““New 
England’’ Day 


Boston, Mass., Sept. 18—J. Frank- 
lin Babb, of this city, gave the “New 
England Day” address Tuesday even- 
ing at its observance in Burlington, 
Vt., carrying out his mission of 
“selling New England to New Eng- 
landers.” He also spoke at the Bur- 
lington and Cathedral high schools. 
In connection with the observance, 
43 Burlington manufacturers were 
represented in a display of goods 
in the L. P. Wood Sporting Goods 
Store. 

The New England Council has ar- 
ranged for the observance of New 
England Day in 54 New England 
communities during September, Oc- 
tober and November. The day is 
dedicated to renewed effort for com- 
munity growth and the promotion of 
New England’s prosperity and wel- 
fare through co-operative effort. In 
the 54 cities, chambers of commerce 
and service clubs are sponsoring 
meetings at which citizens from 
these communities and their environs 
will hear of opportunities of com- 
munity betterment and the work of 


the New England Council as an ex- 
ample of the progress possible 
through co-operation. 

Other Vermont cities observing 
“New England Day” are Brattle- 
boro, Montpelier, Barre and St. 
Johnsbury. 

Mr. Babb will participate in the 
program of each of the “New Eng- 
land Day” observances. His tour will 
occupy 13 weeks, terminating in 
Maine shortly before Thanksgiving. 

In some of the communities, meet- 
ings of students and of women’s 
clubs will also be addressed by Mr. 
Babb. In many communities there 
will be exhibits of New England 
products and merchants will adver- 
tise New England, its assets and ad- 
vantages. Besides the Vermont cities 
mentioned, New England Day ob- 
servances will be held at the follow- 
ing places: 

Maine: Biddeford, Auburn-Lewis- 
town, Bangor, Portland, Waterville. 

New Hampshire: Nashua, Con- 
cord, Manchester, Portsmouth, La- 
conia. 

Massachusetts: Gloucester, Lynn, 
Lowell, Taunton, Waltham, Fram- 
ingham, Haverhill, Swampscott, New 
Bedford, Gardner, Attleboro, Milford, 
Fall River, Brockton, Greenfield, 
Fitchburg, Malden, Lawrence, Cam- 
bridge, Springfield, Holyoke, Pitts- 


field, North Adams, Northampton, 
Worcester. 

Rhode Island: Newport, Westerly, 
Woonsocket, Providence. 

Connecticut: New London, Bridge- 
port, Waterbury, Meriden, New 
Haven, Derby, Hartford, Danbury, 
Stanford, Middletown, New Britain. 


“Sporting Goods Journal” 
Again in Chicago 

Sporting Goods Journal, which 
has been published in New York, 
under the name of Sporting Goods 
Illustrated Journal since last Janu- 
ary, when Sporting Goods IIlus- 
trated was merged with it, has been 
purchased by men formerly con- 
nected with it and has been moved 
back to Chicago, where the old name 
has been resumed. 

Will B. Mayor, formerly business 
manager, has been made president; 
Frank G. Cambria, New York man- 
ager, vice-president; Fred D. Por- 
ter, treasurer, and John C. Langtry, 
secretary. Ames Castle continues 
as managing editor. 

The changes are effective with 
the October issue. 


Artist Joins Agency 
Percy C. Rouse, formerly free 
lance artist in the south, has joined 
The Jay H. Maish Company. Adver- 

tising Counsel of Marion, Ohio. 


No. 28 of a Series 


but it was only when Scribner’s 
printed it that it became 


NEW S 


Frank KENT wrote an article for September 
Scribner’s called “Charley Michelson—Hoover’s 
Gadfly.” It told of Michelson’s outstanding 
publicity achievement as head of the Demo- 
cratic publicity bureau in Washington. 

it had no sooner appeared than the Hon. 


again that editorial influence is a very definite 
thing. Magazines with circulations in the mil- 
lions often do not have it. Scribner's has it and 
has always had it. 

It is an old story with us. S.S. Van Dine rev- 


olutionized mystery stories with his “Canary 
Murder Case” in Scribner’s. Ernest Hemingway 
definitely altered the course of American liter- 
ature with “A Farewell to Arms” in Scribner's. 
Will James made western stories literature 
by his work in Scribner's. 

The Scribner’s audience is made up almost 
entirely of “opinion makers.” What they think, 
America thinks. If you strike that audience 
properly,you needn't worry about the millions. 
The message will come along to them faster 
than your advertising could accomplish it by 
direct attack. Remember that Edison with an 
idea is worth five million people with the 
same idea. 


OCTOBER 


SCRIBNER’S 


““SCRIBNER’S MAGAZINE TODAY IS FAR AND AWAY THE BEST OF THE MONTHLIES. FOR IT IS THE 


Will Wood, head of the Republican Congres- 
sional Campaign Committee, used it as the 
basis for an attack on John J. Raskob for 
financing Michelson in a plot to besmirch the 
reputation of President Hoover. The resulting 
furore was astonishing. 

Mr. Shouse of the Democrats answered. Mr. 
Tilson of the Republicans rushed into battle. 
Mr. Raskob issued a statement. Mr. Michelson 
submitted to an interview. Press associations 
and Washington correspondents added to the 
merriment. Editorial writers in 48 states un- 
limbered their typewriters and viewed with 
alarm or pooh-poohed with scorn. 

All because of the Scribner’s article. The 
clippings have swarmed in on us. And it reveals 


MOST ROUNDED, THE MOST UP-TO-DATE, AND THE MOST SATISFYING.” — BOSTON TRANSCRIPT. 
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Can Retail Selling Become 
Automatic? 


A shrewd analyst of business 
methods recently made the remark 
that for many lines of standard mer- 
chandise, we are rapidly nearing a 
period of automatic sales operations. 
He pointed out that through adver- 
tising, which familiarizes the public 
with the product, its appearance, 
uses and prices, and through display 
at the point of purchase, the sales 
operation is simplified so greatly 
that personal intervention is re- 
duced to minimum importance. 


Most retailers agree that the per- 
sonal selling problem is- one of their 
chief difficulties, and that training 
the right kind of salespeople and 
keeping them on the job is a great 
obstacle in the way of successful 
operation. This is particularly true 
in department stores and other large 
establishments, where unbranded or 
little known merchandise is offered 
largely, and where the salesperson is 
relied on to explain, persuade and 
sometimes convert the prospective 
purchaser to the store’s ideas of the 
right merchandise for a particular 
purpose. 

Perhaps the gap which now exists 
between the national advertiser and 
the aggressive retailer will be short- 
ened by the increasing realization 
that personal selling problems are 
greatly reduced in size and import- 
ance by the tie-up between manufac- 
turer’s advertising and store display. 
It is no trick to sell the public the 
goods it knows about, wants and is 
prepared to buy at advertised prices. 


The difficulty with the kind of sales- 
manship which is demanded is that 
the customer is not always suffi- 
ciently familiar with the goods of- 
fered. 


Display of the goods themselves is 
just as important, in enabling the 
sales operation to become nearly au- 
tomatic, as consistent and efficient 
advertising. Many large retail stores 
hesitate to use the display material 
offered by the manufacturers, feel- 
ing that they are stronger in their 
own communities than the manufac- 
turer can be, and preferring to em- 
phasize their own name rather than 
that of the manufacturer’s product. 


This is a natural attitude for a 
strong retailer to take, but it cuts 
him off from much of the sales help 
which he can readily obtain from 
manufacturers. In fields where 
dealer display material is generously 
offered and freely used, retail selling 
continues to take on more and more 
of an automatic character. In food 
stores, drug stores, tobacco stores, 
etc., this is rapidly becoming the sit- 
uation. 

There is plenty of work for skilled 
salesmen and saleswomen, and never 
before has good salesmanship been 
so well rewarded. Therefore there 
is no point in expending high-grade 
sales effort on operations which can 
be made largely automatic. To bring 
about this result, obviously, requires 
greater use and greater team-work 
of the two important forces, adver- 
tising and display in the store. 


a Ee 


Insurance Advertising Success 


Reports of life insurance sales in- 
dicate that the volume of business 
continues on a very large scale, 
showing consistent increases in al- 
most all departments. At the same 
time, we can take note that more in- 
surance advertising is appearing 
now than ever before. The two fac- 
tors are definitely related. 


There are over 200,000 life insur- 
ance salesmen in the United States. 
Not all of these are full-time work- 
ers, but they all have been licensed 
to sell in this field. This vast army 
of insurance solicitors can operate 
profitably only because the public is 
interested in life insurance and is 
willing to listen to its presentation. 


A generation ago a life insurance 
agent was classed as a pest by the 
average man. The need of insurance 
protection was not well understood, 
and the salesman who succeeded in 
getting an interview had to stand 
some pretty hard knocks before he 
actually was able to sit down with 
his prospect and tell him what it was 
all about. Most men bought life in- 
surance under duress, and therefore 
most men were under-insured. 


Today life insurance is bought as 
well as sold, because the advertising 


of the life insurance companies and 
local agencies has created a recep- 
tive attitude on the part of the gen- 
eral public, and particularly the 
business public, toward it. It is this 
change in the sentiment about life 
insurance and life insurance sales- 
men that accounts for the ability of 
the 200,000 solicitors to get an in- 
creasingly large volume of business. 


There is no doubt that life insur- 
ance advertising, while it brings 
about this vital change in the public 
opinion of life insurance and its rep- 
resentatives, seldom pulls a large 
number of direct returns. But in 
this case “leads” are far less impor- 
tant than the attitude of the public 
toward the business. 


The situation demonstrates as em- 
phatically as anything could possibly 
do the fundamental service that ad- 
vertising is able to render to a busi- 
ness through the development of 
favorable public opinion. The life 
insurance interests could do far 
worse than undertake on a large 
scale a co-operative campaign that 
would benefit every company and 
every salesman by indicating the 
specific services which modern life 
insurance is prepared to render. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


84. This Man the Architect. 


This little booklet tells what is 
going on back of the impassive 
countenance of the architect, the 
big factor in the sale of many mil- 
lion dollars’ worth of building mate- 
rials. Published by Charles Scrib- 
ner’s Sons, New York. 


108 The Detroit Market 


Facts and figures on traffic count, 
on available outdoor advertising lo- 
cations and other data of interest 
to national advertisers. Published 
by Walker & Co., Detroit. 


124. The Recorder Outlook. 


A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which discusses 
the economic significance of new 
trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. 


21. The Hospital Field. 


An interesting analysis of the big 
hospital field and how to reach it. 
This eight-page folder indicates that 
it is necessary to use two or more 
papers to do a good job. Published 
hy Hospital Management, Chicago. 


151. Practical Sales Promotion 
Plans. 


A 16-page booklet describing the 
use of advertising balloons for sales 
promotion purposes by Armour & 
Company, Standard Oil Company, 
International Shoe Co., Beach Nut 
Packing Company and others. Pub- 
lished by the Oak Rubber Company, 
Ravenna, Ohio. 


152. A Guide to 1930 Business. 


A brochure published by the 
Springfield Newspapers, Springfield, 
Mass., which, utilizing official gov- 
ernment records, summarizes indus- 
trial and commercial activities in 
the Springfield area in 1929 as a 
means of indicating this year’s pos- 
sibilities. 


153. The 4,000 Mile Lens and How 
to Use Photographs in Your 
Business. 


Two booklets, the first dealing 
with the convenient method of se- 
curing out of town photographs 
through the service arranged by the 
Photographers Association of Amer- 
ica, and the second with the uses 
of photographs as sales promotion 


tools. Published by the Photog- 
raphers’ Association of America, 
Cleveland. 


154. Are You Getting Your Mes- 
sage Across? 


A treatise by W. C. Holman, for- 
merly advertising manager of the 
National Cash Register Company, 
published as a brochure by Hooven 
Letters, Inc., New York. The au- 
thor points out briefly the qualities 
that separate the sheep from the 
goats in sales letters and submits 
an interesting list of 14 questions 
with which to test the effectiveness 
of strategy, style and form. 


155. The New Discovery of America. 


This booklet brings to light the 
interesting fact that there are as 
many people living in towns of 10,- 
000 or less (rural population ex- 
cluded) as in cities of 100,000 and 
more. With the advice “sell them 
where they live—not where they 
buy” the booklet endeavors to fa- 
miliarize the sales minded reader 
with the big market made up of 
small towns and effective methods 
for selling it. Published by Path- 
finder, Washington, D. C. 


IS TELEVISION A SUCCESS? 


—Chicago Daily News. 


Voice of the Advertiser 


“Send Him In” 


To the Editor: It is the writer’s 
practice to see all the publishers’ 
representatives who call and give 
them as much time as they want, ex- 
cept in rare instances when pressure 
of other work prevents this. In such 
cases the representative is asked to 
call again or transact quickly any 
business that may be urgent. 

Within reasonable limits, we con- 
sider it our business to listen to what 
space salesmen have to say. While 
we appreciate anything they may do 
to conserve our time, no publisher 
can say it is impossible for him to 
get interviews with the writer. 

C. J. TURNER, 
Space Buyer, Mitchell, Faust, Dick- 
son & Wieland, Inc., Chicago. 


* * * 


Refuses to Orate 

To the Editor: The report of the 
program for the Direct Mail Asso- 
ciation’s convention in Milwaukee 
was in error in scheduling me for 
an address. 

I will merely make a report on 
our OilPull magazine at a commit- 
tee meeting during the convention. 

An orator is one of the many 
things I am not. 

W. J. WELDON, 
Adv. Mgr., Advance-Rumely 
Thresher Co., La Porte, Ind. 


* * * 


Accept Our Thanks 

To the Editor: While I have al- 
ready signed and mailed the post 
card authorizing my subscription to 
ADVERTISING AGE, I want to supple- 
ment the post card with a letter in- 
forming you how much I appreciate 
the paper. 

You have originated a style that 
makes ADVERTISING AGE readable 
and creates a desire to see the next 
issue as quickly as possible. We 
have a complete file of every issue 
and frequently refer to them for 
information. 

O. S. Bruck 

Vice-President and Manager, 

Johnston Advertising Co., 
Dallas, Tex. 


* * * 


Wants to Know 
How They Started 


To the Editor: The writer is 
anxious to secure the history and 
story of the growth of concerns in 
the drug, electric appliance and 
household appliance (non-electric) 


field which have used advertising in 
the building up of their business. 

I have reference to such stories 
as appeared in the September 6th 
issue of ADVERTISING Age on the De- 
tecto Scale. 


While publications in the adver- 
tising field publish such articles it 
seems to me that some publication 
could render a distinct service to ad- 
vertising by collecting these stories 
in pamphlet form every now and 
then and issuing them to advertising 
men or to prospective advertisers. 
It is becoming increasingly difficult 
to secure new advertisers, and upon 
telling new advertisers the real story 
behind Pepsodent, Listerine, Max- 
well House Coffee and other adver- 
tisers, they generally say, “Well, 
that advertiser has a lot of money.” 

What is needed by the developers 
of new advertisers is a collection of 
case records of advertisers who have 
made a success with a medium sized 
company using advertising intelli- 
gently by sound principles in mind. 

When you tell an advertiser that 
he should be using a magazine in- 
stead of radio, or radio instead of 
a magazine or newspapers, or all 
three, or that he should use car 
cards and bill boards, there should 
be available somewhere some story 
of a successful advertiser which 
would help you make your point. 

J. H. STUMBERG, 
The Chambers Agency, Inc., 
Detroit, Mich. 


* * * 


“Send Us Six Copies” 


To the Editor: We were pleased 
to note in the September 6th issue 
of your paper the article written by 
our President, Mr. Barthe. 


We want you to know that your 
paper is becoming a great medium 
of interest and that all in our or- 
ganization look forward to its issu- 
ance each week. 


If possible, we would appreciate 
your sending us six copies of your 
September 6th issue carrying Mr. 
Barthe’s article. 


Thanking you for your attention 
to this and hoping that your paper 
will continue to be as newsy as it 
has been in the past, we are 

J. B. LENNIE, 
Asst. Manager, J. F. Barthe 
& Co., Inc., Syracuse, N. Y. 


P. S.—We enclose subscription to 
your paper to go to the vice-presi- 
dent of our organization at his 
home. 
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September 20, 1930 


ADVERTISING AGE 


Lawrence Fertig to Han- 
dle A. M. C. Campaign 


The Associated Merchandising 
Corp., New York, which has about 
20 large department stores as mem- 
bers, has appointed the Lawrence 
Fertig Co., Inc., of that city, to 
handle the newspaper campaigns on 
Barbara Lee dresses, men’s shoes 
and men’s clothing. 


Use Magazines, Direct 


Mail for Twin Shaker 


The Twin Shaker Corporation, 
Milwaukee, Wisc., plans the use of 
class magazines and direct mail in 
merchandising its silver and gold 
combination salt and pepper shaker. 
Freeze-Vogel-Crawford, Inc., of that 
city, are preparing the campaign. 


No. 11 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


RCHITECTS, like those 

rendering any other pro- 
fessional service, are paid for 
their work. There are all sorts 
of arrangements under which 
the fee is established and paid. 
In some cases it is a fixed sum, 
in others, a certain percentage 
of the building's cost. The lat- 
ter method is most common, 
having become so established 
by long custom. It is not an 
ideal arrangement by any 
means, since it permits the 
suspicion that the architect 
may increase his own fee in 
the degree to which he per- 
suades his client to spend 
money on the building. On 
the other hand, it has a fairly 
sound basis for existence in 
the fact that generally the 
greater the cost of the build- 
ing, the greater amount of 
work he has to do. Architect's 
fees on the percentage basis 
vary in accordance with the 
type of building. The fee is 
entirely a matter for agree- 
ment in advance between you 
and your architect. 


We have put some facts of 
this kind into a little booklet, 
“This Man, the Architect.” 
We shall be glad to send a 
copy of this upon request, 
without charge, to anyone. 
who is interested. Please en- 
close a self-addressed stamped 
envelope. 


ate Austins ad 


Publishers of 


ARCHITECTURE 


— the professional journal —and 


of books on architecture 


A member of the National Shelter Group, the 
Audit Bureau of Circulations and the Associated 
Business Papers, Inc. 


} 
’ CHARLES SCRIBNER’S SONS j 
1 597 FIFTH AVE., NEW YORK } 


| Please send without charge a copy of 
j this Man the Architect” 


HUMAN BILLBOARD IS COCA-COLA INNOVATION 
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This live model display in Portland, Ore., has created so much interest that police have 
been forced to close it down during the rush hours in order to facilitate traffic. 


‘Voice From the 
Sky’ Makes Many 


Voice Protests 


Washington, Sept. 18—The adver- 
tising “voice from the sky” has 
caused a lot. of voices to be raised 
in emphatic protest against this type 
of high-powered salesmanship in the 
staid old National Capital. As a re- 
sult of the recent appearance of a 
large plane belonging to a New 
York advertising company over 
Washington, which urged the merits 
of a certain motor car in stentorian 
tones which could be heard for miles, 
the District of Columbia Commis- 
sioners are going to ask the De- 
partment of Commerce to revoke the 
license of the pilot of the plane. 


Rudely awakened from the peace- 
ful slumber into which the city falls 
when Congress is not in session, in- 
habitants were by no means slow to 
protest vigorously over the disturb- 
ance, with the results mentioned 
above. The Commissioners strength- 
ened their appeal by digging up an 
ordinance by which such advertis- 
ing is prohibited. 

District authorities contend that 
following the first appearance of the 
plane, the concern whose product 
was being advertised was notified 
that the action was in violation of 
regulations, but that despite this the 
ship was up again Wednesday and 
that the “voice” was just as loud as 
ever. 


Binder Addresses 


Advertising Managers 


W. L. Binder, president and pub- 
lisher of the Pottstown, Pa. Morn- 
ing News, was the principal speaker 
at the all day meeting of the Inter- 
state Advertising Managers Associa- 
tion, held in Pottstown, September 
13th. Mr. Binder stressed the im- 
portance of truthful and clean ad- 
vertising as a necessity toward the 
success of any newspaper. 

C. E. Stoneback, West Chester, 
Pa. Local News, was elected vice- 
president and director to fill the un- 
expired term of Edgar M. Lazarus 
of the Morning Sun, Stroudsburg, 
Pa. Gordon H. Kite of the Norris- 
town, Pa. Times-Herald was also 
elected to the directorate. 

The program included an inspec- 
tion tour of the efficient plant of the 
Pottstown Morning News, under the 
guidance of its advertising manager, 
John T. Wagner. 


D’Esterre Appointed 
Advertising Manager 
G. M. Bell, publisher of the Van- 
couver, B. C., Star, ~ announced 
the appointment of W. R. B. D’Es- 


terre as advertising eae of the 
publication. 


Publicity Course 
Frank R. Elliott, director of pub- 
licity of Indiana University, will 
give a course in publicity methods 
on Thursday evenings during the 


: fall at the Indianapolis Center. A 


}| number of local advertising men will 
lecture. 


NOVEL DISPLAY 
BOOSTS SALES 
OF COCA COLA 


“Coca Cola Beach” is Talk 
of Portland 


Portland, Ore., Sept. 18.— The 
Coca Cola Company is conducting 
an advertising campaign here which 
is so unusual and so successful that 
it is attracting nationwide attention 
and will undoubtedly be used in 
other cities. It is the first of a 
series of theme windows, stressing 
animated seasonal displays. 

A huge C. E. Stevens “Room- 
Board” was selected for the display. 
This was located at the intersection 
of two of Portland’s most important 
thoroughfares. The room-board has 
an entire glass front and is well 
lighted from within, setting off the 
scene to great advantage. 

The scene is taken from the beach 
and has been faithfully reproduced 
with painted background of sky and 
sea and with breakers curling up 
against the real sand. Rocks and 
palm trees, and a set of rustic beach 
furniture complete the “props” used. 
Glasses and bottles of Coca Cola are 
on the table and there is a case of 
the beverage on the floor. From 
seven to eleven o’clock each evening 
the scene takes on an added interest. 
It is then occupied by two very 
beautiful girls, beauty contest win- 
ners, who are sufficiently good act- 
resses to move about easily, drinking 
Coca Cola, reclining in the sand, 
chatting as they rest in the chairs 
and, in short, leading very natural 
lives at “Coca Cola Beach.” 

So tremendous is the _ interest 
created, that during the congested 
traffic hours it is impossible to keep 
the living models on duty and wax 
figures are substituted at this time. 
Attention value is practically 100 
per cent. Everyone stops to look a 
second or a third time. Hundreds 
of cars circle the block and return 
to pause and enjoy the sign. 

Results were manifested within 
one week of the installation of the 
beach setting. One particular oper- 
ator of a lunch room with fountain 
who had always been indifferent to 
Coca Cola, found himself literally 
snowed under with demands for it 
and not only had to send out for a 
large supply, but found himself con- 
fronted with the necessity of hiring 
another fountain clerk to dispense 
the drink. 


Sales were stimulated everywhere 
in the city immediately following the 
installation of the board and a 
number of supplementary poster 
boards. It is planned to leave each 
setting for about six weeks and then 
replace it with another seasonal 
conception. Live models will be used 
whenever practical. 


ing to reports, this year’s showing 
of the work done by the representa- 
tive business men who are members 
of the organization is exceptionally 
good. 

Other members in the advertising, 
publishing and printing industries 
who have samples of their work on 
display include Harry W. Fox, Har- 
old Lachman, Richard Pride, Jacob 
Sander, Albert M. Simcock, Latham 
J. Warren, and Harry C. Phibbs. 


Handle Battery Account 


The Triple A. Specialty Co., man- 
ufacturer of batteries and ignition 
cable, has placed its account with 
Albert L. Lauer, Inc., Chicago. 
Thomas F. Lannin is the account 
executive. 


White Is Re-elected 


Emmett White was_ re-elected 
president of the National Gift and 
Art Association at the conclusion of 
the New England National Art- 
wares show in Boston. The organi- 
zation instituted the “show” idea 
nine years ago. ’ 


Newspapermen’s 
Work on Display 
at Art Exhibit 


Herman Black, publisher of the 
Chicago Evening American, and S. 
J. Duncan-Clark, editor of the Chi- 
cago Evening Post, are two mem- 
bers of the publishing fraternity 
who find time for a hobby, as evi- 
denced by the fact that two of Mr. 
Black’s canvases and three of Mr. 
Duncan-Clark’s are on display at 
the current exhibition of paintings 
and etchings by members of the Chi- 
cago Business Men’s Art Club at 
the galleries of Marshall Field & 
Co. 


Mr. Black’s sketches are “My Own 
Woods—Ravinia,” and “Coast of 
Capri.” Mr. Dunean-Clark has 
“Sunset on the Edge of the Woods”, 
“Morning in the Woods”, and 
“Where the Woods Begin.” Accord- 


RUPERT fi] THOMAS 


Lo — the poor 
architects 

Busy men—75% of all building 
construction goes over their 
boards. They want to know 
about new products, new uses, 
new developments. Your sales- 
men work hard to see them— 
and to sell them. They can’t see 
all salesmen—but they do read 
their professional magazines. 
Do your advertisments give 
them the facts they want? 
We have facts we'd like to sub- 
mit showing results when archi- 
tectural copy is written by men 
who understand the architect— 
copy based on facts the archi- 
tect wants. 


Rupert Thomas, -4dvertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 
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You Must Use the 


ISCONSIN 
NEWS — 


_ Milwaukee Advertisers, Both 
Local and National—Those 
Who Are Located RIGHT IN 
Milwaukee and Know Their 
Home Market and Its News: 
‘paper Situation Thoroughly— _ 
Attest to This phere ‘Through! i 
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ADVERTISING AGE 


September 20, 1930 


Starin Appointed 
Advertising Director 


Arthur A. Starin has been ap- 
inted advertising director of The 
estaurant Man, New York. 

Mr. Starin has seen experience in 
the business paper field with Jew- 
elers’ Circular and Drug Topics, and 
in the newspaper realm with the 
Washington Post. 


Newspapers for Juvenol 


W. I. Tracy, Inc., New York, has 
taken over the advertising of the 
E. F. Pharmacal Company, manu- 
facturer of Juvenol tonic. News- 
papers will be used. 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 


ntial, painstaking attention 


Confide' to the indi- 
vidual problems 
con 


of each client. An interview will 
you the 


agency law, our m 
PROFESSIONAL & OFFICE SERVICE 
(Agency) 
Chrysler, Prop. 


527 Fifth Avenue, New York Murray Hill 10488 


||JREDUCE YOUR COST 
OF SELLING ?:: Le 


Folders, Blotters, Bookle , ete 
| Pes and The! 


tage thly magazine— 
ipublished continuously since ce 1916 is entirely 
devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. of sound 
business ideas, information and facts. $2.00 a 
year. At end of year, we return $4.00 if you are 
fied. Send 25c for sample copy. 


Postage and Mailbag S>.2ktr. nl 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 


100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 

MULTIGRAPHING, MAILING 


“THAT FELLOW BOTT” 


Writes advertising that impels and appeals. 
Ideas galore. Clients in ; we Fr 
Canada and throughout U. 
that about ‘‘a_ better mousetrap’”? 
na of i proposition and we'll send 

want that INSTANTANEOUS 
APPEAL arite—Devt. A. 


Hott Advertising Agency 


LITTLE ROCK, ARKANSAS 


PAUL O'HAIRE 
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GRAYBAR BUILDING 
LEXINGTON 6860 


Lettering 


RADIO CAN NOT 
SELL PRODUCTS 
OF EVERY TYPE 


Announcer Gives: His Version 
of Radio Selling 


St. Louis, Mo., Sept. 16—“There 
are only two types of products which 
advertisers seek to put on the air,” 
Norman Brokenshire, veteran radio 
announcer, told members of the Ad- 
vertising Club of St. Louis, the St. 
Louis Electrical Board of Trade and 
the St. Louis Radio Trades Associa- 
tion, which held a joint meeting at 
the Hotel Jefferson here today. “One 
of these products is what I would 
term a ‘natural’; the other is not. 
Only the product which falls into the 
‘natural’ class should be advertised 
over the radio.” 


Going on to explain what he meant 
by his arbitrary division of products 
which should and should not use 
radio time, Mr. Brokenshire ex- 
plained that “if a product can be the 
subject of enthusiastic conversation, 
in the drawing room, for instance, it 
may be described as a ‘natural.’ If 
the product is something in which 
almost every one is interested, and 
about which one feels no hesitancy 
in speaking to friends or in public, 
it can probably be advertised over 
the radio successfully.” 


Some Are Not Suitable 

On the other hand, he continued, 
examples of products which are not 
“naturals,” and which in his opinion 
should never be advertised over the 
radio, include preparations for inti- 
mate personal use, such as depila- 
tories, salves, etc., which as a rule 
are not freely discussed among 
friends. 


“TI could tell you of people com- 
ing to me who would give almost 
anything to get their product on the 
air,” Mr. Brokenshire explained, “and 
I have told them that it was not a 
subject I could talk about with any 
kind of feeling—in other words, that 
it was not a ‘natural’.” 


A successful radio advertising 
campaign consists of one element 
which is frequently overlooked in the 
planning, and that is the fact that 
the enthusiasm, the belief in the 
product which the announcer is able 
to convey, by means of his voice, to 
the listener. Speaking specifically of 
chain programs, he said: “At the 
present time in New York studios, 
there is a competent production de- 
partment to take care of every de- 
tail of the program; there are 
charming girls as hostesses; every 
program is rehearsed for at least 
two hours before the rendition; the 
script is written by the continuity 
department. The announcer has only 
to stand up and hold out his hand 
for the script which some one hands 
him, and then open his mouth and 


RADIO 


nar cum a7 


Fisher Bidg. 
Detroit, Mich. 


WHO? 


A chicken hatchery in the Middle 
West, using a noon-time twenty-minute 
broadcast, 
received 29,642 requests for their 
chicken catalog. The cost per inquiry 
was less than one cent. Over 20 per- 
cent of the inquiries developed into 
sales, by a direct mail follow-up. 
The complete story may be secured from 


SCOTT HOWE BOWEN, Inc. 


Radio Station Representatives 
Chrysler Building, New York 


180 N. Michigan Ave. 
Chicago, Illinois 


weekly for 12 weeks, 


Baker Hotel 
Dallas, Texas 


10 High Street 
Boston, Mass. 
Integrity Bidg. 
Philadelphia, Pa. 


Norman Brokenshire 


read it; but, that does not make for 
good advertising. 


Announcer’s Attitude Important 


“To advertise any commodity suc- 
cessfully over the radio, the an- 
nouncer must become part and parcel 
of the program. It takes more than 
words spoken by a pleasant voice to 
sell goods. 


“You may have a well” arranged 
program with a good voice reading 
the script, but still it does not prove 
that you will have a good advertise- 
ment because all you may know 
about such an announcer is that 
there is a man with a nice voice 
reading something that some one 
else wrote. He has no particular ap- 
peal to the average listener, he has 
no message of his own, and he does 
not adequately deliver the one writ- 
ten because he has not made it his 
own. In other words, he does not 
get his message across adequately. 

“The Quaker State Oil program is 
a good illustration of a ‘natural’, a 
product easily adaptable to radio ad- 
vertising. And though that is per- 
haps one of my best known pro- 
grams, I do not know one about 
which it gives me more pleasure to 
talk than that of a manufacturer of 
salt. They told me that they were 
making two packages of salt, one 
for the bathroom and one for kitchen 
use, in two different and attractive 
containers, annd somehow I became 
as fully interested in talking of these 
products as were the makers them- 
selves. 


Let Announcer Use Judgment 

“If a product cannot be talked 
about at length in an interesting and 
entertaining way, it is much better 
to be content with a simple message 
of good will in the name of the 
product, as part of a program in 
which the entertainment features are 
of the highest excellence. 


“IT remember one agency which 
outlined a program which had adver- 
tising at the beginning, in the mid- 
dle, and at the end. I insisted on 
cutting out all but one short mes- 
sage which was introduced in a care- 
fully selected place in the program, 
and after I had induced the agency 
to make the changes suggested the 
success of the program proved my 
point.” 

Mr. Brokenshire asserted that a 
program is usually very popular if 
an announcer can get the advertiser 
to let him “play” with the subject or 
the product in his own way, pro- 
vided, of course, that the announcer 
is known to be capable. 


“A ‘natural’ is just something that 
the announcer can ask you to buy 
with true heart and feeling. In that 
case radio becomes as complete and 
solid an advertising medium as the 
newspaper page,” he concluded. 


Joins N. Y. Journal 


Benjamin Schneider has joined the 
New York Journal and will have 
charge of a special used car adver- 
tising department. He was formerly 
with the Peter Silversmith Advertis- 
ing Agency. 


New Dress for 


“Chicago Commerce” 


Chicago Commerce, which is en- 
tering its 26th year, "has adopted a 
new typographical garb. The cover 
has been redesigned and modern 
tvne faces have been adopted, 


Western Union, 
Postal Seek Gas 


Station Agencies 


Washington, D. C., September 18 
—The plan of making “branch 
offices” out of gasoline filling sta- 
tions throughout the country, which 
now is being worked out by the 
Western Union and Postal telegraph 
companies, should prove beneficial to 
both parties in the system, in the 
opinion of G. Stanley Shoup, chief 
of the communications section of the 
Department of Commerce. 


One of the companies is reported 
to have already secured 3,500 sta- 
tion outlets, and is making negotia- 
tions with 2,500 more, while the 
other company has 320 stations un- 
der contract and seeks affiliation 
with 3,000 more. One company is 
planning to supply its stations with 
blanks which the motorist can fill in 
without leaving his car, and which 
will then be telephoned or carried to 
the nearest regular branch office. 
The other company plans to make 
use of slot telephones, the message 
being phoned to the company’s cen- 
tral office directly by the sender. 

Both plans require the filling sta- 
tion to display the telegraph com- 
pany’s sign in a conspicuous spot. 

Another unusual service feature 
recently inaugurated is the theater- 
ticket-by-telegraph plan which is in 
operation in New York. Under this 
plan the company is supplied with 
an official list of current productions 
in the theaters, together with box 
office prices, and tickets for or- 
chestra seats may be ordered at 
these prices, plus the cost of the 
money order transfer. 


Raleigh Making 


Intensive Drive 
In Large Cities 


Louisville, Ky., Sept. 18— The 
Brown & Williamson Tobacco Cor- 
poration, makers of Raleigh and 
Wings cigarettes, have launched an 
extensive newspaper campaign on 
behalf of Raleighs in New York, 
Boston, Chicago, Cleveland, Detroit, 
Philadelphia, Los Angeles and San 
Francisco. Much of the advertising 
is featuring the new package of ten 
which was recently introduced. 

The campaign comes on the heels 
of an intensive effort to increase the 
number of outlets for the cigarette. 

In conjunction with the newspaper 
drive the company’s special truck, 
equipped with radio, is touring the 
country giving entertaining pro- 
grams. 


McGraw-Hill Expand 
Book Department 


The McGraw-Hill Book Company, 
New York, will expand to the gen- 
eral publishing field, after 20 years 
as publisher of business books. The 
company’s books will in the future 
bear the imprint of the Whittlesey 
House. 


Public Utilities 
to Hold Conference 


A mid-year conference will be held 
in Atlantic City, October 10 and 11, 
by the Public Utilities Advertising 
Association. Irving M. Tuteur, Chi- 
cago, is president. 

The association, which is affiliated 
with the A. F. A., has about 300 
members. 


Promoted by Hartman 


After five years with the Hart- 
man Corporation, operating 55 fur- 
niture stores, Joseph M. Strauch 
has been appointed first vice-presi- 
dent and general manager. Mr. 
Strauch will make his headquarters 
in Chicago. 


Comment on Radio Act 


An average of 400 letters is being 
received weekly by the Ziegler 
Candy Co., Milwaukee, sponsor of 
the Betty Jane Candy program over 
WTMJ 7 Friday evening. The 
account is handled by Harold W. 
Mesberg. Inc, 


Nash Dealers 


Get New Name 
Kenosha, Wis., Sept. 18— 
Nash dealers are not regarded 
as mere sales outlets by the 
Nash Motors Company, it is 
said here. They are seen as 
“business associates” and will 
be given the consideration im- 
plied in this title. 


A. F. A. Clubs 
Endorse Fight 
on Ad Critics 


New York, September 17—A ma- 
jority of the 125 advertising clubs 
affiliated with the Advertising Fed- 
eration of America have whole- 
heartedly endorsed the plan out- 
lined by Gilbert T. Hodges, president 
of the Federation, for a concerted 
and aggressive fight against critics 
of advertising, it was announced 
today. 


Mr. Hodges announced the Federa- 
tion’s plan in an address before the 
Advertising Club of Boston, on Sep- 
tember 9, and in letters to all club 
presidents. It calls for a volunteer 
army of 100 prominent speakers to 
address meetings throughout the 
country in an effort to strengthen 
public faith and disseminate truth 
about advertising. 


While a few clubs are still to be 
heard from the majority was quick 
to send in endorsements and pledges 
of co-operation. Only two clubs have 
rejected the plan, both of which are 
in small communities. 


In the meantime the Federation’s 
Bureau of Research is gathering 
established facts about advertising 
to be used as ammunition by its 
speakers, and Mr. Hodges is recruit- 
ing the oratorical force. The roster 
of speakers will be announced when 
completed, it was said. 


The Clubs endorsing the plan are 
in accord that if successfully carried 
out, the campaign will go a long 
way toward breaking down resist- 
ance against advertising and help 
build advertising club membership. 
Many clubs plan to invite other civic 
groups to attend the sessions to be 


addressed by the Federation work- 
ers. 


New Model Ready, 
Sigwalt Announces 


Harold P. Sigwalt, well known 
advertising man of Milwaukee, who 
was formerly secretary of the Na- 
tional Industrial Advertisers’ Asso- 
ciation, has issued a formal an- 
nouncement of a “new model,” which 
is now ready for inspection at the 
Sigwalt domicile. 


Said Mr. Sigwalt’s letter: 


“Two years, eight months and 14 
days ago, we announced our first 
model—Jean Carol Sigwalt. Today 
we are placing on exhibition the 
1930 Sigwalt—Paul Harold—chassis 
weight (net) 8 pounds, 15% ounces. 


“There has been considerable 
speculation among our friends as to 
what the new specifications might 
be, and some concern, too, over what 
seemed to be a delay in bringing out 
our new model. This apparent delay 
was due to extensive research which 
disclosed the fact that for many 
generations it has been customary in 
Sigwalt partnerships to incorporate 
decisive changes in the chassis and 
body of the second model. 


“To preserve this family tradition 
and accomplish this change, a little 
more time was required than we had 
anticipated, but experts at St. Jo- 
seph’s Hospital agree with us that 
the final result leaves no room for 
improvement. 


“Although these two Sigwalts em- 
body different types of construction, 
the enthusiastic attitude of Jean in- 
dicates that they will team up hap- 
pily together. The enthusiasm seems 
to be unanimous, since mother is do- 
ing nicely, while there is no mistak- 
ing the significance of Paul’s lusty 
— power and father’s expanded 
chest. 


“You are cordially invited to in- 
spect either or both of these models 
in the near future at 5826 Meinecke 
avenue, Milwaukee,” 
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DIRECTORY PUBLISHERS ASSOCIATION ENTERTAINED AT HOME OF R. L. POLK 


One of the pleasing features of the 32nd annual convention of the Association of North American Directory Publishers in Detroit was a visit to 
the home of Ralph L. Polk in Bloomfield Hills, a suburb. This picture was taken on the beautiful grounds in front of the Polk residence. 


‘CASE STUDIES’ 
PROVE FEATURE 
AT LOUISVILLE 


Unique Method of Etching 
Plates Described 


Louisville, Ky., Sept. 18—The ad- 
vertising exhibit luncheon held to- 
day overshadowed all other features 
of the convention of the Financial 
Advertisers Association, in the opin- 
ion of many members. 

With Jacob Kushner, assistant 
secretary of the United States Trust 
Co., Paterson, N. J., as chairman, 
a few of the exhibitors at the meet- 
ing made five-minute talks explain- 
ing the objectives sought. So illumi- 
nating were these summaries that 
more attention may be paid to case 
studies at future conventions. 


Perhaps the greatest contribution 
was made by D. S. Knowlton, pub- 
licity manager of the Union Trust 
Co., Cleveland, who has secured a 
remarkable presentation of a series 
of poster-type industrial advertise- 
ments in newspapers. 

Experiments conducted by Mr. 
Knowlton, in co-operation with the 
Mugler Engraving and Colorplate 
Co., of Cleveland, evolved the fol- 
lowing technique which differentiates 
this bank’s plates from straight zinc 
halftones: 


The negative—First, a 120-screen 
negative is made one-half the size 
the finished plate is to be. From 
this negative is made a wet-plate 
positive twice the size of the nega- 
tive. This enlargement is then the 
same size that the finished plate is 
to be and the number of does per 
square inch is decreased from 120 to 
60, the proper screen for newspaper 
reproduction. 

A negative is made of this posi- 
tive—actual size. The purpose of 
this operation is to retain as much 
detail as possible. It is from this 
negative that the print is made. 


Getting Solid Colors 

Pure-whites—Before the print is 
made those areas which are to ap- 
pear pure white are “painted in” on 
the negative with an opaque solu- 
tion which shields those sections 
from the light during the printing 
operation. These areas are subse- 
quently removed by etching, tooling 
and routing. 

Solid blacks—This operation is 
performed on the plate itself after 
the negative has been printed on it 
and before it is etched. The areas 
that are to be solid black are painted 
with an acid-resisting solution. The 
areas thus “painted in” are pro- 
tected from the acid during the etch- 
ing process and consequently print 
intact. 

These operations gave the illus- 
tration, when printed on newsprint 
on a newspaper press, the high 
lights which made the original 
photograph notable. 

Wallace L. Robinson, of the Farm- 
ers Trust Co., Lancaster, Pa., told 
how public acceptance was won for 
a service charge of 50 cents a month 
for checking accounts of less than 


president and newspaper advertis- 
ing were used to create demand 
for a booklet explaining bank serv- 
ice and its cost. Though 2,597 ac. 


a ote, 2 


Ruth Pearse 


Who spoke at the session for dele- 
gates from smaller cities. 


counts were closed, the net gain in 
deposits was $121,000. 

Mr. Robinson said that the deci- 
sion to adopt the charge was based 
on the theory that the little account 
seldom grows. The advertising made 
it possible for the bank to retain 
most of the small accounts, with 
their good will. About $1,000 a 
month is added to the bank’s revenue 
by the service charge. 

The campaign was the more 
notable in view of the fact that the 
other six banks of Lancaster de- 
clined to participate, Mr. Robinson 
said. 

Feature Trust Department 


R. E. MacDougall described a 
campaign conducted by the Provi- 
dent Trust Co., of Philadelphia, in 
behalf of its trust department. The 
copy, featuring actual cases, pre- 
sented problems, the correct answers 
to which were given in a booklet. 
The campaign enlisted the support 
of insurance underwriters of Phila- 
delphia, in addition to arousing the 
public. 

Ruth Pearse, of the First Wiscon- 
sin National Bank, Milwaukee, told 
how a little research gave the clew 
to an interesting campaign. Deans 
of colleges were interviewed as to 
the number of students dropping out 
of college because of insufficient 
funds. They readly gave estimates 
as to the amount of money a stu- 
dent requires to go through college. 

With these figures, the bank was 
able to offer school children and 
their parents a definite savings plan, 
based on the time intervening be- 
fore the student is ready for college. 

Car Cards Found Effective 


Sumner G. Veasey, of the People’s 
Trust & Savings Bank, Chicago, 
said that his institution uses car 
cards on the Illinois Central sub- 
urban trains to reach the 135,000 
well-to-do South Shore residents who 
use the I. C. The bank is situated 
near the I. C. station and the copy 
stresses the convenience of doing 
business with it. Time tables and 
newspapers are other forms of ad- 
vertising utilized by the institution, 
while 20,000 blotter-calendars are 
distributed monthly to adjacent 
office buildings. 


$100. Three letters signed by the 


The Manufacturers Trust Com- 


pany of New York is enthusiastic 
over the results of outdoor advertis- 
tising, Daniel Lipsky, senior vice- 
president, said. Mergers and other 
changes have given the company a 
large number of branch offices, and 
the advertising was designed to keep 
accounts acquired in this way, sold 
on their new affiliations. 

Two hundred painted walls have 
been used for four years, Mr. Lipsky 
said, many of them being located 
near branches. He regards outdoor 


| advertising as one of the most pow- 


erful mediums for reaching the 
masses, 


Increase Checking Accounts 

Perhaps the crowning achieve- 
ment of the Manufacturers Trust 
Company, however, was its rifle fire 
sales promotion which has resulted 
in adding an average of 125 check- 
ing accounts daily over a long 
period. One of the high lights in 
this campaign was an analysis of 
the occupants of every building 
within ten blocks of a branch. A 
series of letters pulled from 40 to 
330 inquiries from every such dis- 
trict, personal calls converting a 
large percentage into customers. 

John Donovan, of the Central 
Hanover Bank & Trust Co., New 
York, said that his bank regarded 
trust advertising as being too com- 
plicated for the man on the street 
and it proceeded to simplify it 
through its advertising. 

“All of the various forms of serv- 
ice were tied into one bundle and 
advertised as the Central Hanover 
Plan,” said Mr. Donovan. 


Estate Shrinkage Reduced 

“Our experience indicates there is 
an 18 per cent shrinkage in estates 
not left in trust and that we were 
able, when given the opportunity, 
to reduce this shrinkage by one-half. 
Isn’t that all it is necessary for the 
prospect to know?” 

Mr. Donovan has also found an 
answer to the problem of getting an 
O. K. on copy. All of those having 
a voice were called in to inspect sam- 
ples of paper and one advertisement 
set in several different ways by a 
typographer. Eventually, standards 
were established for paper and type. 

Mr. Donovan said that 5 per cent 
of his company’s new business in 
1930 is directly traceable to adver- 
tising leads. 


Census Bureau’s 
Lost Its Senses, 


Atlanta Charges 


Atlanta, Ga., Sept. 17—The city 
of Atlanta believes it has 360,692 
people within its corporate con- 
fines, but W. M. Steuart, Director 
of the Census, can’t see it that way 
and plans to publish the city’s popu- 
lation as 270,367, according to re- 
ports. Result: The city of Atlanta, 
acting jointly with three local pub- 
lishers, five hotel companies, one 
furniture store and a real estate 
dealer, is attempting to make the 
census director see their point of 
view by means of a suit filed in the 
Supreme Court of the District of 
Columbia. 

The petition for a writ of man- 
damus alleges that the census direc- 
tor is about to publish the official 
population figures, and that in 
these official figures the city of At- 
lanta is to be credited with a popu- 


lation of only 270,367, whereas the 


actual population is some 90,000 
more. The petition seeks to compel 
the Director of the Census to show 
the larger figure. 

The figure of 270,000 persons in- 
cludes only the actual population of 
the borough of Atlanta, and the suit 
points out that by act of the Geor- 
gia legislature, the corporate limits 
of the city also include the boroughs 
of Avondale Estates, College Park, 
Decatur, East Point, Hopeville, and 
others, and that therefore the popu- 
lation of these boroughs should be 
included in the total for the city. 

The census bureau, in an unoffi- 
cial statement given out shortly 
after the suit was filed, claimed that 
each of the surrounding boroughs 
still was incorporated separately, 
and maintained separate city coun- 
cils and other governing machinery; 
therefore they were not included in 
the Atlanta total, despite the fact 
that most of the power of these mu- 
nicipalities has been entrusted to 
the body which governs Greater 
Atlanta. 


‘Made-at-home’ 
Day Proves Good 
Sales Stimulant 


Philadelphia, Pa., Sept. 18.— 
“Made-in-Philadelphia Day,” Mon- 
day, September 15, selected by Lit 


Bros. department store for the pro-|- 


motion and sale of merchandise man- 
ufactured in this city, brought such a 
heavy response from customers that 
the company was obliged to make it 
a two-day event, adding Tuesday to 
its program. In addition to the 
store’s regular newspaper advertis- 
ing, whose headings made reference 
to the occasion, Lit Bros. used page 
space in the Sunday editions to 
herald the event and briefly outline 
its aims and objects. It was an- 
nounced that the company is putting 
into practice a new policy, to which 
it intends to adhere, of having its 
buyers, whenever possible, give pref- 
erence to Philadelphia-made goods, 
because such business will serve to 
keep employment in this city up to 
a high peak. One of the Sunday page 
advertisements consisted chiefly of 
the reproduction of a considerable 
number of telegrams and letters 
from local manufacturers and city 
officials, including Mayor Mackey, 
congratulating Lit Bros. on its new 
plan and policy. 

In explaining the event to the 
Mayor, R. J. Goerke, Jr., vice-presi- 
dent of Lit Bros., said: 

“In line with our policy of boosting 
Philadelphia and helping its 2,000,- 
000 residents, we have planned a 
very important store-wide sale of 
Philadelphia merchandise on Mon- 
day, September 15. We have pur- 
chased every article offered in this 
sales event from Philadelphia man- 
ufacturers, over 200 co-operating 
whole-heartedly with us for the 
success and progress of Philadelphia 
industries. It is our earnest thought 
that Philadelphia merchants can un- 
doubtedly stimulate Philadelphia in- 
dustries by placing orders in this 
city whenever possible. Such a pro- 
gram would soon solve Philadelphia’s 
employment problem which, in turn, 
would result in a greater purchasing 
power for every person and family in 
this city.” 

The merchandise in all the display 
windows of the store bore cards, or 
signs announcing the “Made-in- 


Philadelphia Day” sale. 


Manning Again 
Is President of — 
Directory Group 


All of the old officers of the Asso- 
ciation of North American Direc- 
tory Publishers were re-elected at 
the closing session of the 32nd an- 
nual convention of the organization 
in Detroit. H. A. Manning, Spring- 
field, Mass., continues as president, 
with J. L. Hill, Jr., of R. L. Polk 
& Co., Detroit, first vice-president; 
G. A. Anderson, Might Directories, 
Ltd., Toronto, second vice-president; 
A. J. Vernon, Hamilton, Ont., third 
vice-president; H. J. Farnham, 
Price & Lee Co., New Haven, Conn., 
fourth vice-president; and E. J. 
Loranger, R. L. Polk & Co., New 
York, secretary-treasurer. 


The report of Col. H. H. Burdick, 
R. L. Polk & Co., disclosed that 
there are now 475 directory li- 
braries available for the use of the 
public throughout the United States 
and Canada. These libraries contain 
about 86,000 volumes. 


William Ewald, Campbell-Ewald 
Co., Detroit, outlined activities of 
advertising clubs in a brief talk, 
and a report of the National Better 
Business Bureau indicated that 
many fake -directory enterprises 
were being investigated by this 
bureau. 


All sessions of the association 
were executive and were not open 
to the public. 


New Features in 


City Directory 

Philadelphia, Pa. Sept. 18.—Some 
entirely new features are included in 
the 106th edition of the Philadelphia 
City Directory, now being distributed 
by the publishers, R. L. Polk & Co. 
The first edition, published in 1785, 
was the first city directory on this 
side of the Atlantic. An innovation 
in the 1930 directory is the paren- 
thetical annexation of wives’ given 
names to those of their husbands; 
another is the placing of a symbol 
after the names of resident home 
owners in the “directory of house- 
holders, office buildings and business - 
places.” The directory contains, in 
addition to a buyers’ guide and 
classified business list, a comprehen- 
sive illustrated story of Philadelphia 
as a port and commercial metropolis. 


Dunham Gets Two 


New Accounts 
The Porth Pie Company of Mil- 
waukee have placed their advertising 
account with The Dunham, Young- 
green, Lesan Company, Chicago and 
Milwaukee advertising agency. The 
Milwaukee office of Farnum Winter 
& Company, stocks and bonds, have 
also placed their advertising with 
this agency. 


Joins Frazee Agency 


Fitzhugh R. Johnstone has joined 
the staff of Harold D. Frazee & Co., 
New York advertisin ncy, as 
account executive. r. Johnstone 
was connected at one time with the 
Melba Manufacturing Company of 
Chicago as sales promotion manager, 
and more recently with the Mari- 
nello Company, as sales manager. 


Redfield-Coupe to 
Advertise J RC Tubes 


The Johnsonburg Radio Corp. has 
appointed Redfield-Coupe, Inc., to 
handle the advertising on J R C 
tubes. Newspapers, magazines and 
business papers will be used. 
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RESEARCH WORK 
CAN HELP SELL 
STOCKS, BONDS 


Cherifgion Tells Banks Value 
of Market Analysis 


Louisville, Ky., Sept. 20—Intelli- 
gent market research and analysis 
are perhaps the greatest needs of 
financial advertisers at the present 
time, Paul T. Cherington, director 
of research, J. Walter Thompson 
Co., told members of the Financial 
Advertisers Association here today. 

Stressing the point that despite 
the difference in phraseology, finan- 
cial houses have the same problems 
of marketing as do manufacturers 
or distributors, Mr. Cherington em- 
phasized. that market analysis and 
research must be employed in finan- 
cial selling as well as in other fields 
in order to achieve the best possible 
results. 


“There have been few attempts 
made to investigate, analyze and 
classify the preferences of investors 
cr the appeals which can be de- 
pended upon to produce a definite 
ratio of desirable prospects,” he 
said. “In the commercial field, buyer 
reactions and buyer preferences are 
being scientifically classified and 
charted. Similar work in the in- 
vestment field would provide bank- 
ers with valuable information which 
they have never possessed and a for- 
mula for economic selling such as 
has never existed in this field.” 


Research can define markets which 
have a peculiar preference for cer- 
tain types of securities, and it can 
also show which types of securities 
are becoming generally more popu- 
lar, Mr. Cherington said, adding 
that it is pure guesswork to say that 
conditions which prevailed before 
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the recent bull market will return 
of their own accord or that other 
conditions will prevail. 


Market Constantly Changing 

“The one certain point is that con- 
ditions, styles and outlooks change 
with securities just as they change 
in the field of commodities. It is just 
as essential for the dispenser of se- 
curities to study and analyze his 
market as it is for the manufac- 
turer or distributor of soap, per- 
fume, food or automobiles.” 


Practically every problem which 
confronts a manufacturer in selling 
his goods can be found in some man- 
ner in financial selling, and research 
and market analysis can solve these 
problems for financial advertisers as 
well as they are solving them for 
other commercial institutions, Mr. 
Cherington said. 

In giving concrete examples of 
what financial advertisers should do 
with research, and how it should be 
done, he pointed out that study of 
markets is a specialized function 
which can seldom be carried out 
successfully by a sales staff, because 
sales and sales records all deal pri- 
marily with the past, while market 
analyses and studies deal exclusively 
with the present or future. 

Special Technique Required 

“This work calls for a_ special 
technique as different from either 
the selling or manufacturing tech- 
nique as these are different from 
each other. The work should be de- 
tached and impartial as well as 
unified. 


“Good salesmen seldom are good 
research men because the two ac- 
tivities call for differing gifts. In 
addition to the pressure of time and 
lack of aptitude, salesmen are likely 
to let their feeling and personal 
likes modify their interpretation, if 
not their selection of facts about the 
market. Without any intention to 
do it, they seldom can present facts 
which are free from bias.” 

Knowledge of the size and loca- 
tion of markets is just as important 
in financial advertising as in any 
other, Mr. Cherington said. “If I 
were asked to indicate a suitable 
starting point for market research 
for the banking business my choice 
probably would be the development 
of methods for determining the 
tributary area for the sale of se- 
curities about those centers which 
experience has shown to be the focal 
centers for this type of purchase. 


“In connection with that a nat- 
ural suplementary survey would be 
a study of the attitude of bankers 
in those centers toward the types of 
securities salable there.” 


Pointing out that distribution of 
population alone is no longer con- 
sidered a reliable guide to purchas- 
ing power for all types of commodi- 
ties, Mr. Cherington stressed the 
fact that market analysis consists 
not only in securing the facts, but 
in interpreting them correctly. 

Competition Here, Too 

One of the promising fields for 
market research in the sales of se- 
curities is that offered by smaller 
cities and towns, toward which in- 
vestment bankers have looked covet- 
ously for many years, he said. 


One of the most important facts 
which investment houses must real- 
ize is that they are in direct com- 
petition with every type of mer- 


chandise every time they attempt to 
sell securities. The competition for 
the consumer’s dollar was never so 
intense as it is now, and this fact 
makes it doubly important that 
every possible bit of information 
concerning trends in buying habits 
and location ef markets be made 
use of. 


“The marketing preblems of the 
banking business have their own pe- 
culiar characteristics. They have 
their own nomenclature and tradi- 
tions and technique. But they are 
yearly becoming nearer like those 
of other business. The same sort of 
conditions which have made com- 
petitive bed-fellows of gasoline and 
silk stockings, have put stocks and 
bonds into competition with rugs 
and fur coats,” was Mr. Chering- 
ton’s parting shot. “They are all 
competing for the consumer’s sur- 
plus dollar. The vote as to which 
will get it is his alone. Nobody can 
afford to neglect any fact indicating 
how he will vote—or when.” 


Against Sale 
of Typewriters 
by Druggists 


Detroit, Mich., Sept. 18.—Criti- 
cism of manufacturers who sell 
through stationers, drug stores and 
schools was expressed by the Na- 
tional Association of Typewriter 
Dealers at its convention here. 


Said the official resolutions: 


“Resolved, that the National Asso- 
ciation of Typewriter Dealers favors 
a one-price policy among the dealers 
and asks the typewriter manufac- 
turers to maintain list prices on all 
portable typewriters sold at retail, 
and further recommends the discon- 
tinuance of all special discounts, such 
as schools, teachers or quantity dis- 
counts. 

“Resolved, that the Association 
requests that the typewriter manu- 
facturers discontinue the practice of 
establishing dealerships with sta- 
tioners, druggists, schools and 
similar establishments who are not 
equipped to maintain or furnish 
service guaranteed the purchaser by 
the manufacturers, except in towns 
where there are no established type- 
writer dealers, in which case it is 
asked that such sub-dealer work un- 
der some authorized typewriter 
dealer or branch office that will give 
such service, and that such sub- 
dealer shall receive not to exceed 
25 per cent commission. 


“Resolved, that the National Asso- 
ciation of Typewriter Dealers re- 
quests the typewriter manufacturers 
to maintain list prices on parts for 
such purchasers as are not recog- 
nized dealers and a wholesale price 
for parts to dealers recognized as 
established and reliable typewriter 
dealers. 


“Resolved, that the Association 
go on record as disapproving the sale 
of portable typewriters to schools at 
a discount for resale purposes.” 


Weston Loses Son 


F. A. Weston, vice-president of 
the Pittsburgh Advertising Club, 
lost his son by death as the climax 
to a series of misfortunes. Mr. Wes- 
ton’s daughter has been seriously ill 
and his wife has just recovered 
from sickness. 


Dead Letters Problem 


The number of dead letters han- 
dled by the Post Office Department 
during the past year was 22 million. 
All were incorrectly addressed and 
carried no return addresses. 


Has Electrical Account 


Edwin Bird Wilson, Inc., New 
York, is now handling the advertis- 
ing of the electrical division of the 
— Specialty Co., Waterbury, 

onn. 


Becomes Agency Officer 


R. A. Stapells, prominent business 
man of Toronto, Canada, has be- 
come vice-president and a director 
of Gibbons, Ltd., Toronto 


. J 


agency. 


TAIL WAGS DOG 
IN FURNITURE, 
ASSERTS HENRI 


Too Busy Gutting Prices to 
Create Desire 


Predicting that the price war in 
the furniture industry will wipe out 
many manufacturers in the next few 
years unless something is done about 
it, W. B. Henri, president of Henri, 
Hurst & McDonald, Chicago adver- 
tising agency, gave in Furniture 
Record the results of a survey made 
by his organization. 

Price is the major weapon of the 
vast majority of both manufacturers 
and retailers, according to Mr. Henri, 
and little constructive merchandising 
is being done. 

“There is a dire need for standard- 
izing terms, mark-up, prices and 
values, and for a better realization 
that the public is entitled to what it 
pays for,” he commented. 

“One of the most outstanding 
things we discovered is the almost 
total lack of good retail merchandis- 
ing; that is, an attempt to sell furni- 
ture on its merit rather than on 
price. And, also, an almost total lack 
of good retail furniture advertising 
along merchandising lines. Ninety 
per cent of the advertising we see 
and clip is ‘price’ advertising. 

Desire Comes First 

“You’ve got to create the desire 
for an article before anybody will 
pay any attention to its price. That 
is why retail furniture selling and 
advertising are so expensive. They 
put the price first, and creation of 
a desire to buy, last. 

“Perhaps the furniture manufac- 
turers are as much to blame as the 
retailers. There are few, if any, real 
merchandising lines of furniture in 
this country, and these could be 
counted on the fingers of one hand. 

“In addition to these outstanding 
lines, there are many products 
which, while they cannot be classi- 
fied as furniture, are in a way par- 
allel, such as radio, washing ma- 
chines, vacuum cleaners, and similar 
items that are advertised nationally, 
sold in large quantities, have a set 
retail price, allow the merchants a 
very nice profit, and are otherwise 
desirable because they add reputa- 
tion and prestige to the store that 
sells them. 

“Manufacturers who are looking 
into the future will build reputation 
and consumer-acceptance for their 
merchandise, so that their lines can 
command a price that will be profit- 
able to them and the retailer so that 
the sale will be made easier and so 
that their lines will gain the respect 
and good will of the public and the 
dealer. 

“In just a few years, the radio 
industry, the automobile industry, 
the iceless refrigerator industry and 
many others have commandeered a 
large share of the public’s dollar. 
They are continuing to fight for 
their share along constructive mer- 
chandising lines. 

“The furniture trade—both man- 
ufacturer and retailer—is fighting 
for it along price lines. It is already 
apparent which one is winning.” 


—_———_,_ 

Postpone Mail Exhibit 

The three-day direct mail exhibit 
planned by the Advertising Council 
of the Chicago Association of Com- 
merce has been postponed from Sept. 
17-19 to Nov. 11-13. 


Joins “Chicagoan” 
Charles C. Swearingen has joined 
the advertising staff of The Chica- 
goan. He has been advertising man- 
ager of The Black Diamond, Chi- 
cago. 


State Uses Radio 


The Massachusetts Industrial 
Commission, appointed last year to 
stimulate progress, is using the 
radio to tell of the opportunities in 


the state. 
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ADVERTISING AGE 


LARGE MERGERS 
MADE POSSIBLE 
BY ADVERTISING 


General Foods Head Stresses 
Value of Good Will 


Louisville, Ky., Sept. 17—Adver- 
tising, especially newspaper adver- 
tising, has been largely responsible 
for the growth of modern large 
scale industry, Ralph Starr Butler, 
vice-president of the General Foods 
Corporation, told the Financial Ad- 
vertisers Association meeting here 
today. 

“For a great many years,” Mr. 
Butler said, “manufacturers and 
distributors have been increasingly 
conscious of the opportunity that 
advertising offered to entrench them- 
selves and their products in the 
good-will of the American public 
and to build a new type of asset 
which, although it could never be 
reflected properly in the balance 
sheet, has come to be the most im- 
portant value behind the securities 
of a great many business enter- 
prises. 

“The older type of consolidation 
was largely a consolidation of raw 
materials, of factories, of purchas- 
ing power, of producing ability, and 
of other tangible assets which could 
reasonably be pictured in a finan- 
cial statement. 


Consolidation of Earning Power 


“Financial interests, accustomed 
largely to dealing with tangibles, 
participated in the older form of 
consolidation without any necessary 
readjustment of their point of view 
with regard to the factors that 
make for business success. The new 
type of consolidation, on the other 
hand, is usually a consolidation of 
earning power, and earning power 
involves many factors that cannot 
always be properly evaluated by 
those whose experience and whose 
training have not paralleled the re- 
cent changes in the industrial point 
of view. 

“So impressive have been the 
proofs of the power of advertising 
as a builder of enduring assets that 
modern banking organizations have 
abandoned their suspicion of this 
keen business tool and have come 
to realize that corporate assets 
based largely on public good-will 
are more enduring and more pro- 
ductive of assured profits than brick 
and mortar, machinery, materials, 
and other forms of tangible values 
that heretofore have been consid- 
ered essential as a basis for secur- 
ity values. 


“Advertising has been perhaps the 
chief factor in making possible the 
modern form of consolidation. Ad- 
vertising has enabled the manufac- 
turer of a quality product to give 
to his trade-mark national promi- 
nence—to build up good-will for his 
name and the product it represents 
to a degree which means continuing 
sales and continuing profits as long 
as he continues to deserve the pat- 
ronage of the public. 


“The enormous actual value of 
successfully advertised trade-marks 
and of the good-will pertaining to 
them, although carried on the bal- 
ance sheet at a nominal figure, is the 
real and sound basis for past profits 
and for the assurance of future 
profits in the case of most of the 
recent mergers of manufacturers. 


Newspapers Deserve Credit 


“The newspapers of this country, 
by making it possible to tell an ad- 
vertising story in every literate 
home, are unconsciously but funda- 
mentally responsible for the recog- 
nition of a new form of wealth— 
the wealth represented by trade- 
mark good-will—which is the very 
basis of most of the modern merg- 
ers. Advertising then, because it 
has arrived at the distinction of 
basically influencing a new type of 
corporate structure, must be viewed 


SPEAKS AT LOUISVILLE 


lat — 


Ralph Starr Butler 


in the future by business and by 
financial interests with the respect 
that its achievements deserve, and 
its rapid development must be re- 
garded as one of the most funda- 
mental of the many changes in the 
kaleidoscope of modern business.” 


Sees Larger Businesses 


“Although an attempt to foretell 
the future trend of distribution 
would be reckless, and although no 
manufacturer even if he felt the 
urge to prophesy could afford to 
risk an opinion, there is at least 
one estimate of the future that 
seems reasonably safe. If the past 
—and particularly the recent past 
—is at all a gauge of what is ahead 
of us, it seems fairly certain that in 
distribution as well as in manufac- 
turing we can look forward to an 
increase in the average size of the 
individual operating unit. These 
units may take one form or an- 
other, but, whatever the form, it is 
likely that the advantages of large- 
scale operation will increasingly ap- 
peal both to manufacturers and to 
distributors in many different fields 
of industry. The demand for wider 
utilization of consumable goods 
through lowered costs of produc- 
tion, and the still more insistent de- 
mand for less expensive operation 
of the distribution machine, form 
the basis for the present marked 
trend toward bigger business units. 

“Does this mean the elimination 
of the small enterprise? By no 
means. This country is too large to 
be dominated by any one form of 
business organization. The small 
business will persist as long as our 
population includes many millions 
with differing tastes, preferences, 
and temperaments, who are left free 
to patronize whom they choose. The 
opportunity for the individual to 
organize and to profit from a busi- 
ness of his own will continue as long 
as initiative and ambition remain in 
our people. But we may have less 
of the marginal operators in the 
future than in the past. The ineffi- 
cient enterprise is likely to find its 
career shortened; and the successful 
small business will be successful be- 
cause it will observe and profit from 
the experiences of its larger col- 
leagues. There is no sanctity or 
magic about big business as such. 
Thus far, however, the large-scale 
unit has seemed best to point the 
way toward the goal of greater 
economy and efficiency, and, because 
the reaching of that goal is essen- 
tial for fundamental prosperity, we 
can expect the trend toward large- 
scale industry to be a continuing 
phenomenon of American business.” 


McKee Makes Changes 


The Homer McKee Company, Inc., 
Indianapolis advertising agency, has 
announced the appointment of Paul 
Anthony as _ vice-president. Mr. 
Anthony was formerly with Erwin- 
Wasey & Company and will have his 
headquarters in the Chicago office. 
Other changes in the organization 
include the addition of T. A. Mor- 
row, former vice-president of the 
Gold Dust Corp., as advisory mer- 
chandising counsel, and Andre de 
Weal and Morris Locke as account 


executives. 


BUYING POWER 


OF EMPLOYES 
IS MAINTAINED 


Johnson & Go. Greate Reserve 
for Depression 


Racine, Wis., Sept. 18—Steady 
advertising, equalized sales and reg- 
ulated production, backed by a mu- 
tual emergency fund, as an effective 
and practical means of avoiding an 
unemployment crisis during times of 
business depression is advocated by 
Herbert F. Johnson, Jr., president of 
S. C. Johnson & Co., of this city. 


Mr. Johnson, who heads one of the 
world’s largest concerns making 
floor wax, enamels, lacquers, etc., 
points out that this policy is no ex- 
periment, as it has enabled the John- 
son Company to operate its plant 
on its usual five and a half day 
week schedule since 1922, without 
any employe being discharged be- 
cause of a business depression. 


The unemployment insurance plan, 
which has worked out so success- 
fully at the Johnson plant is out- 
lined by Mr. Johnson as follows: 


1. Consistent advertising through- 
out the year to develop sales 
every month in the year. 


2. Continuous aggressive mer- 
chandising, including special 
sale plans for dealers and sales- 
men’s contests during unusually 
depressed months. 


3. Development of new products 
and the training of employes 
so that they can shift from one 
job to another. 


4. Vacation periods for all em- 
ployes during a usually de- 
pressed month. 


5. A general policy of fair deal- 
ing with all employes, giving 
them the benefit of their loyalty 
and productivity, including 
profit-sharing. 


Prior to the adoption of this plan, 
Mr. Johnson said that his company, 
like most others, had for 25 years 
experienced its full share of read- 
justment when business conditions 
were depressed. 


Reserve Is Maintained 


Under this plan the firm assumed 
the responsibility of maintaining 
with the employes a fund adminis- 
tered by a mutual benefit associ- 
ation which can be used in case of 
an acute unemployment situation. 
The rates of payments and the rules 
governing the plan follow very close- 
ly those developed from the work- 
men’s disability laws in the various 
states and then applied to local con- 
ditions. 


“Consistent advertising, together 
with aggressive and never ending 
merchandising endeavor, keeps our 
production department steadily em- 
ployed,” said Mr. Johnson. “Through 
our family of products we are able 
to approach a widely diversified 
market and we work harder in the 
usually depressed months than any 
other time. 


“When business does not of its 
own accord come along in normal 
volume, this is all the more reason 
for an extension of effort on the 
selling end. 


“Through gearing up advertising 
and production, the company has 
attempted to remove or minimize the 
primary causes for unemployment 
which may come about in good times 
as well as in bad.” 


If a market is constitutionally un- 
able to absorb its usual quota of 
merchandise, Mr. Johnson said that 
advertising “can work no miracle to 
force such absorption.” In such case, 
he said, Johnson workmen do not 
have to take enforced lay-offs at 
their ewn expense, as the company 
has set up an emergency unemploy- 
ment fund, contributed to in equal 


parts by workers and management, 


which may be drawn upon in case 
of enforced unemployment. 
Employes Administer Funds 
“Our Mutual Benefit Association,” 
explained Mr. Johnson, “is essen- 
tially a proposition for insuring 
against unemployment; but it in- 
cludes life insurance and other bene- 
fits. It is administered by a govern- 
ing board consisting of six members, 
four chosen by the employes and 
two appointed by the management. 
Of the four employe members, two 
are elected from the plant, one from 
the sales and advertising depart- 
ments and one from the general 
clerical and office force. 
“Any employe who qualifies after 
a probationary period of six months 
is eligible for membership in the 
association. If his monthly wage is 
$75 or less he pays into the associ- 
ation 50 cents a month. If he gets 
up to $200 he pays $1 a month, and 
if his compensation exceeds $200 his 
dues are $2 per month. The dues 
are collected by automatic deduction 
from the payroll to be made on the 
written authorization of the em- 
ploye. 
“The company pays into the asso- 
ciation’s treasury, dollar for dollar, 
an amount equal to the total yearly 
dues contributed by employes.” 


Besco Advertising Now 
Placed by Albert L. Lauer 


The Battery Equipment & Supply 
Co., Chicago, maker of Besco bat- 
tery equipment, has placed its ad- 
vertising in the hands of Albert L. 
Lauer, Inec., Chicago. Thomas F. 
Lannin is the account executive. 


With “Breeder’s Gazette” 


Peter Hamm, formerly on the ad- 
vertising staff of American Agricul- 
turist and recently connected with 
the Griswold-Eshleman Co., Cleve- 
land, has been made advertising 
manager of the Breeder’s Gazette. 


Made Board Member 


David H. Fleischer, vice-president 
of the Commercial Letter Co., St. 
Louis, has been appointed to the 
board of governors of the Advertis- 
ing Club of St. Louis. He succeeds 
Wallace Bassford, resigned. 
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Packed With Ideas 


Write today for sample 
sheets of the monthly 
Selling Aid Digest — di- 
gests of plans and experi- 
ences from current publi- 
cations — segregated by 
subjects. Apply them to 
your business to increase sales and 
cut cost. Gist of articles in thirty 
magazines a month in fifteen minutes 
of reading. 


FLINT McNAUGHTON 
78 E. Madison St., Chicago 
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CHICAGO: 210 So. Desplaine St. 


and 34 other cities 
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years. 


the next six months. 


DOMINATES 


in a Super Concentrated Field 


Bayonne now presents to account executives 
and space buyers the most concentrated news- 
paper market possible. One newspaper, The 
Bayonne Times, goes into over 96 per cent 
of the homes in this busy industrial city. The 
only other newspaper, The Bayonne Evening 
News, discontinued publication Saturday, 
September 8th, after eleven years of effort, 
defeated by The Bayonne Times, a newspaper 
that has held preference in Bayonne for sixty 


Here are some salient facts: The Bayonne Times cir- 
culation is more than four times that of all other New 
Jersey newspapers circulating in Bayonne. Bayonne 
stands tenth highest in industrial wage scale among 
the cities of the United States. Every Bank in Bay- 
onne showed an increase in resources and deposits 
during the first half of 1930. As a result of the 
suspension of The News the ABC circulation of 

e Bayonne Times will show a substantial gain for 


THE BAYONNE TIMES 


BAYONNE'S ONLY NEWSPAPER 
BAYONNE, N. J. 
MEMBER ABC—ANPA—Nat'l Adv. Mgr., HARRY L. SHAVER 
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September 20, 1930 


Salvaging the Value 
of National Brands 


What can be done to save the 
value of national brands? How 
can loss be prevented? 


An article with the above title 
appearing in the October issue 
of The New Era in FOOD 
DISTRIBUTION discusses this 
topic of the hour among food 
advertisers in plain-spoken but 
constructive fashion. 


A most timely subject. Send for 
a copy. 


The New Era in 
FOOD DISTRIBUTION 
37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the leading institutions ev- 
erywhere, comprising the best in 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the st and one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the lusi gested above. 

You can reach the hospital market 
with high efficiency and economy 
through HOSPITAL MANAGEMENT, 
receiving without additional charge a 
complete service—directory, 
daily information bulletin and list- 
ing of your literature. 

Let_us help you get your share of 
one hundred million spent 
every month by the hospi 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P, 
537 S. Dearborn Street 
Chicago, Ill. 


Financial 


so spent in the next decade,” he 
asserted. “With this inevitable trend 
will come new opportunities for 
those of us charged with the fasci- 
nating jobs of interpreting our in- 
stitutions to the public.” 

In introducing the speakers at the 
opening meeting, Mr. Bryson ex- 
plained that “the only limitations 
placed on them was that they make 
us think.” 


Ralph Starr Butler, vice-president 
in charge of advertising for General 
Foods Corporation, New York, as- 
serted that mergers of recent years, 
based primarily on the necessity of 
reducing distribution costs, have 
lived up to every hope in this re- 
gard. Mr. Butler’s talk is given 
elsewhere in this issue of ADVERTIS- 
ING AGE. 


David Friday, economist for A. G. 
Becker & Co., New York, said that 
1930 dividends of American corpora- 
tions will fall not more than 5 per 
cent below those of 1929. 


Profits Holding Up 

He attributed America’s leader- 
ship in part to the fact that only 23 
per cent of this country’s population 
is engaged in production of food and 
textile fibers, leaving the other 77 
per cent free to engage in other 
activities. In France, 50 per cent 
of the population is on the farm, the 
figure for Italy being 65 per cent, 
and for Russia, 75. England is the 
only country approximating the 
United States figure. 

Dr. Friday asserted that profits 
have held up during the last decade 
in spite of falling commodity prices, 
and that the same situatidn will pre- 
vail during the next ten years. 


How to Get 


MORE 


Dealer Cooperation 


More Window 
Displays 
More Sales 


EALERS are business men. 

They know the value of 
their co-operation and window 
displays. And they give them 
to advertisers with whom they 
feel co-operation will bring best 
results. 


The big problem then is tomake 
the dealer realize the potency 
of your advertising ;tomake him 
see it and feel its resultfulness. 


And for this purpose, no better 
medium has been found than 
Criterion(3-sheet)Posters. Eight 
feet high, in full color, placed 
on or near his store, they can’t 
be missed by either dealer or 
consumer. 


When you use Criterion Posters 
Mr. Dealer knows you are ad- 
vertising— he can see it bigger 
than life in his own neighbor- 
hood — he knows its pulling 
power from past experience— 
he knows that window display 


tie-ups make music on the cash 
register— he knows that pushing 
the product brings results because 
Criterion Posters are advertising 
that his customers see. 


The power of Criterion Posters 
to produce this effect has been 
proved time after time, and we'll 
be glad to tell you of actual 
users’ experiences with them. 


Have your secretary fill out the 
coupon now. 


CRITERION 
SERVICE 


The only original and only uniform 
National Service of 3-sheet 
Neighborhood Posting 


CRITERION 


SER VICE 
Graybar Build- 
ing, New York 


Please send your portfolio 
Company 
Address 
By 


oe — 


‘Show Wayto Others,’ 


Men Told 


at Louisville Meet 


(Continued from page 1) 


He described himself as an opti- 
mist, because, as one critic expressed 
it, he is “able to sell himself on The 
New Republic and The Saturday 
Evening Post at the same time.” 


Creates Sensation 

The final speaker at the initial 
session was Lucius D. Mahon, of the 
Newell-Emmett Company, New York 
City. He urged the advertising 
men of banks to assume a larger 
responsibility, and to take the initia- 
tive in creating a more sympathetic 
atmosphere around the financial in- 
stitution. 

“As things now stand,” said Mr. 
Mahon, “no man ever goes to a bank 
willingly or happily. Whether they 
know it or not, leadership in this 
country has developed upon the 
financial institutions. Let us hope 
this leadership will be more con- 
structive and intelligent than that 
thus far vouchsafed us.” 


Mr. Mahon created something of 
a sensation with ironical comments 
on the progress of democracy. 


“God help you if you ever become 
good bankers,” he told the financial 
advertisers. “Don’t be afraid to 
dream dreams and see visions.” 


He was especially bitter in his 
criticism of the new tariff. He 
urged the bank advertising men to 
assume a broader viewpoint, to 
study future tariff legislation and 
to make it their business to inform 
the public of developments. 


The Thursday session of the large 
city departmental on trust develop- 
ment and trust advertising devel- 
oped some sparks when W.Tresckow, 
of the Central Hanover Bank & 
Trust Co., New York, took exception 
to recommendations made by C. 
Vivian Anderson, of Cincinnati, 
president of the Ohio Life Under- 
writers’ Association. 


Mr. Anderson, speaking from the 
viewpoint of the insurance salesman, 
urged “a humanized bank service.” 
Mr. Tresckow remarked that this 
was “both a stereotyped admonition 
and the bunk.” He also denied Mr. 
Anderson’s allegation that salesmen 
for banks are underpaid, asserting 
that their remuneration compares 
favorably with that of insurance 
salesmen. 


“The bank president is too aloof,” 
said Mr. Anderson, in sponsoring a 
new order in bank circles. “His own 
men usually have no opportunity to 
come into contact with him. If my 
company paid no more attention to 
my recommendations than the aver- 
age bank president does to those of 
his employes, I’d find a new em- 
ployer.” 

Mr. Anderson urged closer co- 
operation between the trust officers 
of banks and the local insurance 
salesmen, asserting that they are 
natural allies, and that friction 
usually kills sales for both, adding 
that banks would alienate the sup- 
port of insurance salesmen if they 
attempted to add insurance to their 
line. i 

Merrill J. Campbell, assistant sec- 
retary of the Marine Trust Co., Buf- 
falo, discussed branch offices and 
said that the volume of business de- 
veloped in this way by his company 
in 1929 was 200 per cent ahead of 
1927. 


A representative of the Manufac- 
turers Trust Company, New York, 
reported a similar experience. This 
bank has found the quota system and 
cash prizes helpful in stimulating in- 
terest among branch offices. 

The small city departmental held 
Thursday morning was devoted to 
advertising fundamentals. William 
A. Kittredge, director of typography 
for R. R. Donnelley & Sons Co., 
Chicago, said that type has a greater 
opportunity than ever before, owing 
to the fact that the great majority 


Hotel Bids for 


Radio Patronage 


New York, September 17— 
The Hotel Knickerbocker re- 
cently installed alternating 
current connections throughout 
the sixteen stories of its build- 
ing expressly for the accom- 
modation of radio dignitaries 
who may be visiting the city, 
and a vigorous bid for radio 
patronage is being made on 
the strength of this service. 

The Knickerbocker is said to 
be the only first class house in 
New York which has alternat- 
ing current for radio demon- 
strations permanently avail- 
able on every floor. 


of advertisers use illustrations—in 
many instances, for no good reason. 
He urged more common sense in ad- 
vertising copy and layouts. 

Among the little group of type 
faces he favors are Caslon old style, 
Bodoni, Garamond, Scotch Roman 
and Baskerville. He suggested that 
the editorial style is gaining more 
favor in advertising. 


“Type set in mass has color,” he 
asserted. “These blacks or grays, 
if adhered to, help the advertiser 
achieve identity at small cost.” 

He said that the small advertiser 
can use to advantage the suggestions 
provided by paper manufacturers 
and type founders, and remarked 
that a few banks have created an 
advertising style which expresses 
the personality of the institution. 
Among these he listed A. G. Becker 
& Co., New York; the First National 
Bank of Boston and a few others. 

He expressed the theory that too 
much bank direct mail “looks like a 
college paper.” 

The feature of the Thursday meet- 
ings of the F. A. A. was the address 
of Earnest Elmo Calkins before the 
medium size city departmental. 
Many of the members deserted the 
other meetings in order to hear Mr. 
Calkins, who received a great re- 
ception from the financial experts. 

Attendance at the 15th annual 
meeting ran over the 500 mark, 31 
states being represented, in addition 
to Canada. Chicago led in repre- 
sentation, New York City following 
closely. 


Advertisers, Inc., Sponsors 
Commercial Art Exhibit 


Advertisers Incorporated, Detroit, 

are sponsoring an exhibition of ad- 
vertising art at the Scarab Club, 
217 Farnsworth, Detroit, from Sep- 
tember 22 to 29, inclusive. The pub- 
lic is being invited to view the dis- 
play at the Club any day from noon 
until six, and on Wednesday and 
Thursday evenings. Special invita- 
tions have been sent to all Detroit- 
ers associated with the advertising 
fraternity. 
_ Leading artists and art services 
in New York, Chicago and Detroit 
have been invited to submit for dis- 
play two examples of the medium of 
art they feel is most representative 
of their particular talent. The show 
will include more than 200 examples 
of every medium of commercial art 
including oils, etchings, pen and ink 
drawings, water colors, commercial 
photography and so on. 

No jury will judge the merits of 
the respective examples and no 
awards will be offered, the purpose 
of the exhibit being to continue the 
education of Detroit advertisers and 
agents in the commercial art field 
and to show some of the better ex- 
amples of the work of New York, 
Chicago and Detroit services and 
free lance artists. 


H.C. Rahn Resigns 


From Yale & Towne 
_Herbert C. Rahn, for the past 
eight years advertising manager of 
The Yale & Towne Mfg. Co., has 
resigned. After a brief vacation he 
plans to take up new advertising 
duties in New York City. 

Mr. Rahn’s entire business life has 
been devoted to the advertising pro- 
fession, having started as a young 
man in the advertising department 
of P. & F. Corbin, of New Britain, 
Conn. After several years’ service 
there, he became connected with an- 
other large hardware manufacturer, 
Sargent & Co., of New Haven. 

In September, 1922, he accepted a 
position as assistant advertising 
manager of The Yale & Towne Mfg. 
Co. and the following year was made 
manager of the department. 


Insurance Sales 
Costs Too High, 
Committee Finds 


Hartford, Conn., September 17~— 
Fire insurance sales costs are too 
high at present, according to the re. 
port of a special committee of the 
National Convention of Insurance 
Commissioners, which places the 
blame for this situation upon the 
shoulders of companies which have 
appointed “unnecessary and _ un- 
qualified agents” and upon the large 
number of new companies which 
has been started in recent years. 

Asserting that conditions must be 
speedily remedied, the committee 
urged the following course of action: 

The correlation of the activities of 
the various underwriters’ associa- 
tions under a single national asso- 
ciation; the more widespread stand- 
ardization of commission scales and 
the affiliation with the underwriters’ 
association of all important com- 
panies; a revision of the rate levels; 
the elimination, insofar as possible, 
of all unnecessary agents, and a dif- 
ferential in the commission rate to 
policy-writing and nonpolicy-writing 
agents. 


“Public Is Not 
Fish Conscious,”’ 


Industry Told 


Montreal, Sept. 17—The need for 
a national advertising campaign 
was stressed in the annual report of 
Col. George H. Dieter, president of 
the United States and Canadian 
Fisheries Association, read before 
the meeting of that organization in 
Montreal. 


“During the past year,” Col. 
Dieter said, “we have all been made 
to realize fully the absence of de- 
mand for our products. I cannot 
help but feel that a program of na- 
tional advertising will do more to 
promote growth and prosperity in 
our industry than any other mea- 
sure we can conceive. 


“Our consumption per capita is 
negligible when compared with the 
consumption of meats, and now, with 
such splendid endorsements from the 
medical profession to back us, no- 
tably as to iron and iodine content, 
healthful and nutritious qualities, 
we should capitalize these wonder- 
ful natural properties by advertising 
to the world the health giving quali- 
ties of all sea foods. It would not be 
too much for us to promote the idea 
that for good health people should 
eat sea food every other day. A pro- 
gram like this, if effective, would 
keep us busy night and day.” 


Freeman De Wolfe Joins 
Chicago Agency 

Freeman De Wolfe has joined The 
Dunham, Younggreen, Lesan Com- 
pany of Chicago, where he will be 
in charge of space buying. 

Mr. De Wolfe was formerly with 
Klau-Van Pietersom-Dunlap-Young- 
green, Inc., of Milwaukee, where he 
was in charge of space for ten years. 

Mr. Raymond J. Staley, who has 
been in charge of space at The Dun- 
ham, Younggreen, Lesan Company 
is to take charge of the office man- 
agement and research detail of this 
agency. 


A. N. P. A. Bureau 


of Advertising Moves 

The New York offices of the Bu- 

reau of Advertising, American 

Newspaper Publishers Association, 

have been moved from 270 Madison 

pan to room 1914, 370 Lexington 
ve. 


Directs Advertising 
The Magnetic Manufacturing Co., 
Milwaukee, makers of magnetic 
drums and separators, has appointed 
the Dunham, Younggreen, Lesan 
to direct its advertising. 


Advertise Cigars 
The Mi-Lola Cigar Co., Milwau- 
kee, has appointed Neisser-Meyer- 
hoff, Inc., local agency to direct its 
advertising of Kenwood cigars re- 
cently introduced by the firm. 


——— a a ee ee ee ee ee ee ee oe, 


Se ig, We ete ee oh as eee Re ey eter kk hee a aaa «ee eM ao SS fie ee Ung fo at eer clan ae ge i Rs: ) hog eA eign ote) ome al ae 
- ' | i a pe A | ae Se il a Jee Soe Saree eee Set ee ora eee RELIES ed Micon oe ate co ee aN er 
PDs eC OR A, RS eT CN ee MME Pn ce en ET gue NS ae Be Say: Bi gem A gee me gh egg te” rah Rae Ren nes, Seeley y= te oe pg Sl aes po cg 3 EP hy 
a ee eee BF a ec rae Os: ee Be a er ee aa rsin Fe eee ee 
oF 
i Be PS Ser 
Pea i 
pene _————————————— 
eth ee 
| ee 
adv 
po pro 
A 
En 
one 
“Py 
Fre 
the 
“ 
a ¢ 
tha 
phe 
an 
acc 
“A 
; —_—_—_—_—_——————— 
gal 
rie 
eré 
tur 
| an 
} 
ers 
tio 
na 
TI 
arene col 
th 
M 
| : 
su 
sit 
de 
in 
of 
| on 
| re 
th 
he 
th 
in 
_ aS | 
eee a é 
| al | Po ki 
} ia oo = = : 
4} aa) 3 
Pe ie : 
: Pate St : 
is : a id ~ : 
i , y = - : 
oe ie | 
3 | a yr ~ - Ya Ss 7 
ee wif) ~~ soe 
F 
tl 
t] 
b 
a 
i 
, t 
k 
t 
; ; Pe i 
} 
| SS 
a 
} 
—— ae 
| 
Gd 
Ne i 
| : : po 
( 
i 
] 
” | - 1 
{ 
= ( 
AAl 
- 
Oe 
| | 


— 


September 20, 1930 


ADVERTISING AGE 


Laundryowners Give 
Magazines Bulk of 
1931 Appropriation 


(Continued from page 2) 
advertising nom-de-plume is the 
property of the association. 

An interesting new member of the 
Endorsers League is presented in 
one of the advertisements. She is 
“Puff” Devereaux, “personal maid to 
Frances Williams, petite danseuse in 
the Scandals.” 


“Puff,” whose appearance suggests 
a closer association with the stage 
than the star’s dressing room, is 
photographed about her duties with 
an armload of the boss’s undies. The 
accompanying legend explains that 
“America’s stage and screen favor- 
ites rely upon the laundry for safe 
washing of even their most delicate 
garments.” This copy obviously par- 
ries the recent advertising of sev- 
eral soap manufacturers which fea- 
tures their products, wash bowls 
and chorus girls. 


Question Mark Campaign 


A new menace to advertising read- 
ers is brought to light in the ques- 
tion mark. campaign, which desig- 
nates a series of 12 frank, fearless 
appeals against “hoovel” washing. 
This is a form of competition en- 
countered chiefly in the South, and 
the series will appear in Holland’s 
Magazine. 


These advertisements are featured 
by photographs of home scenes 
subtly calling attention to the neces- 
sity for hygiene. The photographs are 
dominated by shadowy, sinister-look- 
ing question marks. The headline 
of the opening smash of the drive 
on the home washwoman warns the 
reader to “shut out the shadow of 
the question mark,” and the sub- 
head promises “startling facts about 
the dangers that may lurk in wash- 
ing sent to questionable quarters.” 


The growing feeling of apprehen- 
sion which the reader is likely to 
feel at this point is fostered by the 
copy’s declaration that “doctors 
know that many serious diseases can 
be carried by clothes that look clean. 
Intimate articles of apparel, towels, 
napkins, bed linens may be tainted 
by contacts in these unknown sur- 
roundings.” 

The copy does not discuss specific 
contagions, but, judging from the 
expressions of some of the subjects 
in the photographs, it is a pretty 
serious matter. 


Selling the Masses 

A third distinct group of adver- 
tisements have been prepared for 
the American Weekly, Liberty, True 
Story and Photoplay. These connect 
the subject of laundry service with 
being a real mate to husbands, 
acquiring Lake Forest culture, pay- 
ing the price for a mother’s mis- 
take, what every bride wants to 
know, recapturing those honeymoon 
thrills, ete., etc. 

To assist the individual laundry 
in co-ordinating its local advertising 
with the national campaign, the as- 
sociation has distributed a 136-page 
portfolio. It includes pre-prints of 
representative magazine advertise- 
ments, illustrations of 24 24-sheet 
posters and 12 truck cards which 
are furnished free to subscribers, 
and a large section devoted to sam- 
ple newspaper advertisements, for 
which mats are also furnished with- 
out charge as requested. 

The poster paper is not shipped 
until the subscriber has made a def- 
inite contract for panel space which 
has been approved by advertising 
headquarters. 


Criticism Defeated 

One of the most effective of the 
co-operative trade extension activ- 
ities sponsored by the association 
has proved to be the testing service 
made available by the American In- 
stitute of Laundering at Joliet, IIl., 
owned and operated by the associa- 
tion. Manufacturers have been asked 
to send samples of textiles and made 
up garments to the Institute’s lab- 
oratory, where, under conditions of 


scientific control, they are tested for 
washability, color fastness, shrink- 
age, ironability, etc. 

The results have been recorded 
and passed on to manufacturers and 
the wholesale merchandise trade 
through the association’s advertising 
in class papers. It has served to 
check the tendency to blame the 
laundry for defects that are in real- 
ity the fault of the materials. 


Retail dealers in all clothing and 
textile lines have shown great inter- 
est in these tests and a disposition to 
utilize the information thus gathered 
in buying and advising their custom- 
ers. Also, several prominent manu- 
facturers have already had tests 
made with advertising purposes in 
mind. 
Training the Routeman 


The spread of the master-of-cere- 
monies idea means that the laundry 
routeman must henceforth change 
his ways. Indicative of the ever 
growing opportunity for the college 
trained, qualifications for this posi- 
tion now specify the collegiate sell- 
ing type with Chesterfieldian polish. 

To ambitious routemen of the 
right kind, the association is extend- 
ing a helping hand in the shape of a 
correspondence course in salesman- 
ship. It is believed that this training 
will be of great assistance to the 
routeman who really wants to know 
how to report on the prospect’s re- 
actions to calls 1, 2 and 3 and ul- 
timately to win the customer. 


Advertising Results 


Early in 1929, an impartial survey 
was made among laundryowners 
subscribing to the campaign to de- 
termine their volume for the last six 
months of 1928 as compared with 
the same period of the year before. 
Estimates were obtained from laun- 
dries in 46 states and eight prov- 
inces of Canada. Of a total of 3,600 
subscribers, 922 submitted reports. 
Eighty-two per cent of them de- 
clared that their business had shown 
gains, some as high as 200 per cent. 
Gains of 40 and 50 per cent were not 
uncommon, although the bulk of the 
increases ranged from 5 to 15 per 
cent. Nine per cent of those who 
replied said that business had re- 
mained stationary, and approxi- 
mately the same number reported a 
loss in volume. The average increase 
in the United States was 13.41 per 
cent and in Canada, 15.79 per cent. 


HAPPY BIRTHDAY! 


peepee ste 


* The Home Insurance Company, 
Little Rock, Ark., wished the Bott 
Advertising Agency, one of its ten- 
ants, a happy fourteenth birthday 
recently by lighting up two sides of 
the building in the form of a “B”. 


The wide variation in gains and 
losses reported shows that other fac- 
tors than advertising undoubtedly 
affected the results. 


Quality of work, growth of the 
community, expansion policy, ag- 
gressiveness of routemen, local ad- 
vertising—all entered into the pic- 
ture. On the other hand, much of 
the local effort, the improvement in 
quality and other growth-factors 
were stimulated by the fact that the 
laundry was now in the spotlight 
and had to live up to what the pub- 
lic expected. 


The survey brought out another 
interesting point which reflects the 
general experience of co-operative 
advertisers. This was that the bet- 
ter grades of work showed the 
largest increases. More than 34 per 
cent of the subscribers said that 
finished family work showed the 
biggest gain. The figures proved 
that the advertising had tapped a 
market where economy was not 
nearly so important as quality, con- 
venience and dependability. 


The association’s advertising is 
directed by the Millis Advertising 
Company, Indianapolis. 


Joins Staff of 


State Teachers Group 


Harley L. Ward, 360 N. Michigan 
Avenue, Chicago, has recently been 
appointed advertising director of the 
State Teachers Association Group. 
E. P. Boyce, 95 Madison Avenue, 
New York, has been appointed east- 


College Coaches 
to be Featured 
by Radio Users 


New York, Sept. 17—National ad- 
vertisers are dangling for the serv- 
ices of popular football coaches for 
use in radio programs to be spon- 
sored by them this fall. 

Thus far, the William Wrigley, 
Jr. Company, of Chicago; Bayuk 
Cigars, Inc., of Philadelphia, and 


pany, of Cincinnati, have completed 
broadcasting arrangements’ with 
some of the better known coaches. 


Knute Rockne, famous football 
coach of Norte Dame; Tad Jones, 
former coach at Yale, and Glenn 
Warner, of Leland Stanford, will be 
interviewed before the microphone 
on consecutive Friday evenings dur- 
ing the football season in behalf of 
the Wrigley Company. The inter- 
viewer will be Christie Walsh, well- 
known syndicater of Babe Ruth’s 
articles on baseball. Walsh is a 
member of the All-American Board 
of Football, of which the three 
coaches are also members. The pro- 
gram will be called “Prediction In- 
terviews,” and will be broadcast 
over the Columbia Broadcasting 
chain. 

The Bayuk Company has signed 
“Chick” Meehan, head coach of New 
York University, who will speak over 
Station WOR in New York City 
every Tuesday evening. This sta- 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


the Williams Manufacturing Com--4 


tion will tie-up with WCAU in Phil- 


CALIFORNIA BUSINESS NEWS _ 
Accurate information about any industrial 
field; market articles; special reports; 
pertens’ news. Space or time basis. 
leadquarters in Los Angeles with experi- 
enced representatives San Francisco and 
other cities, covering state. Inquiry in- 
vited from class, trade, industrial publica- 
tions. Address Box 48, care of ApveRTIs- 
1nG AGE. 


adelphia in broadcasting this pro- 
gram at the request of the sponsor. 

The Williams Manufacturing Com- 
pany, makers of Bond Street Spats, 
has engaged no less than seven foot- 
ball coaches who will appear on con- 
secutive Friday evenings for seven 
weeks before the WOR microphone. 
They are: Knute Rockne, “Hurry 
Up” Yost, Michigan; Bob Zupke, 
Illinois; Alonzo Stagg, Chicago; Ar- 
nold Horween, Harvard; Mal Ste- 
vens, Yale, and Bill Roper, Prince- 
ton. 


Handles Talcum Account 

Talcum Puff Co., 
manufacturers and miners of talc 
and talcum powders, have appointed 
Jordan Advertising Abroad, Ince., 
New York, ‘to handle their adver- 
tising in the Far East. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG,, TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
490 Lexington Avenue 


ern representative. 


“everybody reads the 


“ul 
news 


Advertising 
Plates 


°¢P & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
vice that advertisers appreciate. 


«Pp & A” Service is evidenced in the 
eo-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Electrotypes 
Nickeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


712 Federal Street 


+ Chicago 
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ADVERTISING AGE 


September 20, 193¢ 


' Successors to—MoNTAGUE LEE CO., INC, © FREDERIC NELSON PHILLIPS, INC. ¢ GRAPHIC TYPESETTING coRP,. ¢ 


| hile Advertising § 
i Is Being “De-Bunked” 


TYPOGRAPHY OF QUALITY 
COMES INTO ITS OWN 


, in common with all business, is going through a 
Phoenix-like period of disintegration and re-integration. More 
money than ever before will be spent on advertising, but it will be 
budgeted more wisely and disbursed more carefully, with a watch 
upon every dollar...We welcome the opportunity to “‘prove it with 
proofs” now that some advertising appropriations are not so large 
and that large appropriations must show quick returns ...To the 
small appropriation we offer an admittedly superior service that saves 
money and time by virtue of smooth, skilled, speedy handling. 
To the large appropriation we offer equal economy with equipment 
and facilities that are not excelled by those of any typographic 
plant in America or Europe... Moreover, the advertising agents 
whom we have the honor to serve—the flower of the profession 


— ‘contact’? here with principals always in immediate reach. 


LEE & PHILLIPS, INC. 
Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


CAXTON TYPOGRAPHERS, INCe, 
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